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Soft, Pink and Lacy, SCHACK'S novel Giant 
Carnation decoratives are the heart of a fine 
Mother's Day Window. Send for an outstand- 
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36 INCH DIAMETER 
FEDERAL FRAME 


Illustrated above and to the left... 
to show various anniversary years. 
Created in soft white vacuum- 
formed plastic...any 2 numerals of 
your choice in gold plated finish... 
complete with appropriate dimen- 
sional copy streamers. 


$22.95 ea. 12 or more $19.00 ea. 


Same as above with 2 white num- 
erals instead of gold numerals 
$21.70 ea. 12 or more $17.75 ea. 


These same designs also available 
in giant size 6 foot diameter for 
window backgrounds and larger 
interior areas...also available in 
a 24 inch diameter and 18 inch 
diameter—write for complete infor- 
mation. 


NEW 18 INCH VACUUM 
FORMED NUMERALS 
easy to use in many ways...avail- 


able in white and in gleaming gold 
plated finish. 


1569—White $2.50 ea. 

24 or more $2.25 ea. 
3130—Gold $3.75 ea. 

24 or more $3.50 ea. 


For Your 
ANNIVERSARY 
Celebration 
... any year 


We suggest that the symbol of your anniversary be one 
of great character...what could be finer than the heri- 
tage and character of the American eagle...the Federal 
Frame combined with the numerals of your anniversary. 

These symbols in your windows and store interiors, in 
a choice of sizes to fit any space, are most dramatic. By 
changing only one numeral and the color scheme each 
year you have elegant decor and showmanship at low cost. 

You can also use the same designs in various sizes in 
your newspaper ads and advertising. The extra large 
size frame is elegant for use as a background setting 
for your television programs. Let us help you plan your 
anniversary celebration. 


AMERICAN EAGLE...in 3 sizes 


In white dimensional vacuum-formed plastic or rich gold 
plated finish. The gold plated eagles can overlay the 
eagies on the federal frames for greater impact. 

Large eagle 45 inch wingspan 


No. 1451—white a 
No. 3117—gold ..... ....$16.95 ea. 


$145.00 doz. 
$169.50 doz. 


Medium eagle 16 inch wingspan 
No. 3778—white ...........$ 1.35 ea. $ 13.50 doz. 
No. 3779—gold ) $ 1.95 ea. $ 19.50 doz. 


Small eagle 8 inch wingspan 
No. 3775—white OF 85 ea. $ 8.50 doz. 
No. 3776—gold ..... - > $ 11.00 doz. 
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FREE write on your letter- 
head, for our anniversary 
illustrated folder No. DW4 
...it is free. 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET * DEPT. DW4 + CHICAGO, ILL. 


Specialists in Merchandise Presentation +» Demonstration «+ Displays + Exhibits 
ESTABLISHED 1931 
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THE COVER 


The auto showroom display of the 1960 
Valiant was done by freelancer Lloyd 
Constantine of Beverly Hills, Calif., for 
Lew Jabro, Hollywood, to honor our 
fiftieth state, Hawaii. The display was 
28 feet by 39 feet, with the Valiant 


sitting on a dock in a pond of water 


surrounded by water lilies, grass, lava 

rock, an outrigger and large anchor 

with a chain. In background is a beach 

hut, fence, shrubs, palm trees and fish 

nets. Special lighting effects throughout. 


Wooden stanchions with heavy rope cir- 
cled the display. it won first place in 
that category of the 1959 International 
Display Contest. 


OUR NEXT ISSUE 


Highlights of the next issue will be 
Part Two of the series on display lighting 
VOLUME 76 APRIL, 1960 NUMBER 4 which will cover such subjects as open 


front stores, ventilation and fading and 


accent lighting. Also a special feature 

C C) N T E N T S will present the furniture promotion 

which won for Pogue's, Cincinnati, a gold 

medal in the recent Sales Promotion 

Editor's Comment . : , . : : : : , , , , Contest sponsored by the National Re- 
tail Merchants Association. Also several 
new how-to-do-it sketch-type articles will 
make their appearance. And much more 


to meet your summer-fall display needs 
0. Kad ...in the May issue, in the mails April 20. 
e 


SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
. . United States and Canada. To foreign 
Eyes of Display Focus on Texas . . : : : ° countries, $6.00 a year. Canadian and foreign 
Spring Comes to Houston By Ben E. Olschwanger ‘ orders payable in U. S. funds by International 

money order or New York bank draft. Single 
The Tutor: — a helping hand; The Student: — on the way up . copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 





South American Fortnight 


Summing Up! 











, . . . ° Entered as second class matter September 20, 
Spring, Winter Compete for Chicago Windows By Richard Day . F 1922, at postoffice at Cincinnati, Ohio, under 


The Accessory Setup By Russell Shaw ’ ; act of March 3, 1879. 


EXECUTIVE STAFF 

H. C. Menefee, President 
Kerchiefs and Scarfs Can Be Dramatized By Dwaine S. Meek. oe “mange eee, ~ argue 

i i By Jim Kile . . , R. James Shriver, Advertising Manager 
Display pe ocean F Y Y Richard Link, Production Manager 
Display ... On an the Recor , : ; ; , , 

= 

New Fabric Department at Marshall Field , : . —_ 
NADI Newsgram By Gabriel Valenti Homer Guck, 156 Fifth Ave., New York 

: (as we CHel 2-3714. 
40 Million a Month See Terminal Displays ; ' , , 10, N. Y. Phone CHelsea 


Western Office 
Display . . . Here and There . j Joseph Mervish, 6716 Gentry Ave., North 
On the Exhibit Scene , : , . . . . . . . . Hollywood, Calif. Phone TRiangle 7-7556. 


P-O-P Selling Devices — Not Just Displays By Maurice M. Goldberger Member 
Sun-X: "Miracle Plastic’ Reduces Fade, Heat ; ; , 

The Display Parade By Rick Grimes . 

Young Nebraska Shop 


Variety in San Francisco By Dick Jachim . 


Manhattan Anticipates Transition to Spring By Raymond Massey . 


and we quote... 


Reminiscing : : , eae 
Trade Personalities By Al Couch . , ' Association of 


Display Industries 
Display of the Month 


PUBLISHED BY alee) 
THE DISPLAY PUBLISHING COMPANY Associated 


Bureau of Business 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI !, OHIO Circulation Publications, Inc. 


DISPLAY WORLD 





Every Age Has its OWN CIASSIC PAGEANTRY. 
IN ours, THE NOblest Examples of store displays 
ARE inspired by Williams’ semi-annual Shows. 


See “Say It With Flowersnow playing, 
D. G. Williams Inc., 498 Seventh Ave., N. Y. 18. 


Mary Brosnan mannequins, Durabelle mannequins, Patina forms, Lumilite displayers, imaginative novelties. 
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Fast reading does it... 


No stoop — No squat — No squint — Make it easy for traffic to get your message — in your windows - 
in your store. Put your signs UP!!! UP!!! where they read faster and sell more. 


@ luxury look for 
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BRASS EASELS. zQ. 2 2 peeisntcten renting 


For 14 x 22 and 22 x 28 Signs 


These large Easels have swivel back rods smaller and is rubber tipped. The two front up- 
which permits setting the signs at various rights have a ball on the base of each . . . These 
angles, and they turn in to a flat position for Sign Easels have been made at the request of many 
shipping and storage. These Easels are made stores to supply them with a good-looking, simplified 
of heavy, one-quarter inch stock, brass plated Easel that will hold large signs in a better reading 
and lacquered. The back rod is slightly position. 


[) BRASS EASELS [] SIGN MACHINES 
For full information check this coupon [] SIGN MAKING SUPPLIES 


and mail to 
Firm 


Attn.: 


Street 


Th RAOCRCAR Co 


Ss MN KA Oe CHIN CE 


4510 N. RAVENSWOOD AVE. CHICAGO 40 
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Versatile Celastic comes to life in the talented 
hands of Kathy Little (Display Originale, 
Tampa, Florida), to create a delightful, 
durable Mother Goose Playland. 


Just Imagine... 
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Anything you can imagine you can make with Celastic. No other display material solves so many problems so well... 
is SO easy to work with. Just cut, dip and shape. When dry, Celastic becomes a permanent, weatherproof-waterproof 


plastic display that will take practically any finish. Celastic is ideal for negative or positive molding, armature or free- 


form sculpture. Available in 3 different weights. 


EXCLUSIVE DISTRIBUTORS FOR DISPLAY CELASTIC: MAHARAM FABRIC CORPORATION 
NEW YORK: 130 West 46th Street + CHICAGO: 412-20 North Orleans Street + LOS ANGELES: 1113 South Los Angeles Street 


ELASTIC 


DIVISION OF WASCO CHEMICAL CO., 5 BAY STATE ROAD, CAMBRIDGE 38, MASS. 





How G-E Power Groove 
Lamps help you 
eliminate window reflections! 


This typical store front demonstrates two big benefits. One: 
the almost complete absence of window reflections, and two: 
how higher lighting levels make your displays more attractive, 
easier to see. 
HOW YOU DO iT—Build up general lighting with shielded 
G-E Power Groove” Lamps (as in example on left). Because 
they deliver more light they permit a concentration of fluores- 
cent light near the front, inside the window. This helps 
eliminate the window reflections that keep people from seeing 
your displays. Also, overhead space at the rear is kept free for 
hanging your props and background material. 
G-E LAMPS SAVE YOU MONEY. Fluorescent lamps generate less 
heat than filament lamps, yet deliver over 3 times the light 
per watt. They offer you important operating savings and cut 
ventilating requirements. And General Electric Power Groove 
Lamps are the most powerful fluorescents you can buy. . 
another example of the extra value you get in every G-E Lamp 
Send for the two-part report, “The Show Window: Looking 
Glass or Look-In Glass?’’ Write: General Electric Co., Large 
Lamp Dept. C-018, Nela Park, Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


GENE RALG@BJELECTRIC 
F46PG17-CWX POWER GROOVE 
ORL UME COOL write VU. S.& 


Z 


Accent lighting is from 300-watt G-E PAR Lamps in swivel fixtures. 


GENERAL ELECTRIC ...WHERE BRIGHT IDEAS BECOME BETTER LAMPS 
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BTRIMLok 


U.S. PATENT NO. 28108598 


~~ OPEN § NG | 


MERCHANDISERS 


... offer 

VOLUME SELLING--FASTER 
TURNOVER--IMPULSE 
BUYING ... MORE PROFITS! 


Are you ready to participate in the 
GREATER PROFITS that Retailers will 
realize with OPEN SELLING? 



































The buying habits of your customers have 
changed. They will want to see broader 
assortments of merchandise in greater 
depths. They wiil demand faster service 
during peak selling hours. Your customers will 
spend less time in your store and will want 
to be served in the most expedient manner. 


The exciting line of TRIMLok packaged mer- 
| chandisers, meet all the requirements of the 
\ fa for newest methods and techniques for OPEN 
mi =o SELLING. The broad assortment of 
5 aA "s os - TRIMLok merchandisers were 
= Thue ree designed and store tested to dis- 

a me Playand sell merchandise in every 


- 7 


| wt department in your store. They 


adapt to either soft or hard lines. 


TRIMLok IS DESIGNED FOR 
COMPLETE STORE INSTALLATIONS 
Module Wall Sections . . . Lighting Cornices 
Over - Counter Superstructures .. . Garment 
Racks... Merchandising Units... Tables... 





Counters . . . Perforated Metal Shelving... 
Shelf Brackets . . . Shelf Dividers . . . Binning 
Hardware. 


AMERICAN FIXTURE INC. «+ ST. LOUIS 3, MO. 


Gentlemen: Please send us at once: ; 
Store Planning Service Available 


@ See how America’s Great Stores Sell More Merchandise 


American Fixture Inc. 


2300 LOCUST STREET « SAINT LOUIS 3, MISSOURI 


[ _] BROCHURE SHOWING NEW 
PACKAGED MERCHANDISERS 


[ ] STORE PLANNING SERVICE INFORMATION 
STORE 
NAME 
ADDRESS NEW YORK OFFICE and SHOWROOM CHICAGO OFFICE 


11 West 42nd Street 222 West Adams Street, Room 391 
New York 36, New York Chicago 6, Illinois 


DISPLAY WORLD 





: JER CO) Vannequins can make your windows and 


interiors truly the “Center of Attraction.” 
Whatever your needs, TERO can 
fulfill them, from wig to toe. See 
the complete TERO line before 
you decide. Visit our showroom or 
send for our new catalog and photos. 
You are assured of the best at 


sensible prices. 


{ 


No. 2088 No. 2085-5 


No. 2078 


FERO 4 


Quality mannequins for those who want the best 


153 West 23 St. CHelsea 2-7344 New York City 11 
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A prominent display manufacturer who does quite a bit of business in 
Texas pointed out to me what he considers one of the outstanding character- 
istics of Texas displaymen at home or at Market Week. "When you talk business 
with a displayman from Texas,” he explained, "you can expect him to haggle 
for the best deal just the same as anyone, but when it comes down to placing 
an order, he doesn't have to ask his boss for permission." 


And it is generally true that Texas displaymen do not have the 
budget problems that face displaymen from other areas and are given more 
executive control over the money they spend. 


When asked specifically about this, one top displayman said that his 
problem was "not boosting the display budget, but boosting the sales 
attributable to display. So long as there is a substantial profit derived 
from sales of merchandise properly displayed, I have no problems. Of 
course, display costs must be held at a reasonable level so that the net 
profit will be at the level desired by management." 


Another Texas displayman echoed these statements but added that his 
store concentrates on comparing costs-vs-profits after each store-wide or 
department-wide sales promotion, rather than judging each individual 
display. "This works out better," he added, "because we contribute a great 
deal of our display space to setting the atmosphere for the promotion being 
conducted full-scale in the interior and in arousing curiosity and interest 
among passersby." 


Other than the national variety store chains, there is a noticeable 
lack of other national or regional department store and specialty 
shop outlets in Texas. Of the 98 Texas department stores having one or more 
branches, almost 90 per cent are Texas-owned and do not have branches outside 
of Texas. A few others have branches in surrounding states. Only a limited 
few are owned outside the state. Of the 17 top store chains in Texas 
having from 9 to 49 outlets, 1l have all of their outlets in Texas; 4 have 
outlets in surrounding states, and only two are nationally owned. 


Shopping center expansion has not Kept pace with the national 
trend, but is gaining speed. Most of them now in operation would be con- 
Sidered small by comparison. A majority constructed for less than $l 
million, there are only four in the $6-10 million category and most of 
these still under construction or expansion. In spite of all the wide 
open spaces in Texas most of the smaller shopping centers lack adequate 
parking space. 


Modernization of downtown stores has not been as pressing a problem 
in Texas as in other areas. Most of the stores are relatively new and have 
been kept in good condition, with most recent attention devoted to interior 
remodeling and installation of modern fixtures. 


Standard Fixture Company of Dallas and such jobbers as I. Richker & 
Co. and Southern Importers and Exporters (Continued on page 52) 





ONLY PRINTASIGN makes your department completely versatile. 
Prints everything from price tickets to a 22” x 28” full sheet— 
on one machine—automatically. ASK US TO PROVE IT! 


S 600% FASTER Printasign produces up to six signs in the time you 
N S now take for one. Keeps Buyers happy—banishes “deadline 
jitters” forever. ASK US TO PROVE IT! 


, LF IT’S CLEANEST No messy fingers... no type to handle, set and 
unset . . . it’s automatic. ASK US TO PROVE IT! 





Y0 l} IT’S SIMPLE We can train stock girl, part time clerk—anybody— 


to be an expert “signer” quickly, because it’s automatic. ASK 


US TO PROVE IT! 
WA IT PAYS FOR ITSELF Reduces department costs per sign... yet 


makes better signs that increase sales. ASK US TO PROVE IT! 




















ECONOMICAL You can either rent or buy the new Automatic 
PRINTASIGN ... with guaranteed maintenance. 


New Automatic 
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rintasign 


BERR ov 





eats the ONLY truly automatic Sign Machine 

SPORTS 

‘s 1.00 ! | 

i... ' ADVERTISER 
ERS ~ } 


ian’. s | MODEL 
12.95 | 


Reynolds Printasign Company 
9830 San Fernando Road 
Pacoima, California. 


MAIL THIS COUPON TODAY 


YES, 1 want you to prove what Printasign can do for our sign 
production! 


No obligation, of course. 


Name 





OVERSEAS INQUIRIES: 


EUROPE: N. V. Lettergieterij, Amsterdam Bilderdikstraat 163, 
Amsterdam — West, Holland. 


Store Name 





Address 





AUSTRALIA: Permex Pty. Ltd., 188 Peel Street, 
North Melbourne N. 1. Victoria, Australia 


i 
| 
| 
| 
| 
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It is with 
much @®@ 
: * 


pleasure 
that we 
salute you, the retailers and display 
directors of our beloved state of Texas 
for your outstanding window and 
interior displays. As a manufacturer of display equip- 


ment for nearly half a century, it has been’ our 


pleasure to serve you and to help in a modest 


way to attain this degree of excellence. It 1s our 
hope that we shall continue 


to have the privilege 


és 


of assisting you in 


achievin g even fo 


ugher goals 


FIXTURE COMPANY, inc SSE 


MANUFACTURERS AND DESIGNERS future. 
from factory) fo Wo feet n ce Peel 


Factory 913-919 Powhatttan 


Showroom 1006 Commerce Jileh daclluMmeelileme a cclachilelthie 
Dallas 1, Texas 166 Pryor St., S. W. 
Atlanta 3, Georgia 


DISPLAY FIXTURES - MANIKINS- DISPLAY MATERIALS- CHROME, WOOD, AND WROUGHT IRON FURNITURE- GARMENT RACKS 


DISPLAY WORLD 





—Above left, large archaeological wood carving and drums and fabric keynoted entrance to the Man's Store from the main store . . . The pieces 

shown with the sculpture were authentic, and were shown as they actually would have been used .. . False framing was erected over the existing walls 

and then carved foam plastic stained and painted to represent the walls of Machu Picchu .. . The treatment and visual effect of these was completely 

realistic and believable . . . Above, right, window featuring South American furs and S. A. inspired millinery and shoes . . . The painting in the back: 
ground was Spanish Colonial and from the Grace collection.— 


South American Fortnight 


Neiman-Marcus' third import promotion is largest in history of store 

accustomed to making Texas retailing history . . . Merchandising of ten 

participating countries was intermingled tastefully with visiting digni- 
taries, entertainers, musicians and authentic decor 


ASHION WRITERS of 1932 used such 
words as “nerve” and “audacity” when 


Neiman-Marcus. Dallas. dared insert its 





The Neiman-Marcus ‘South American 
Fortnight’ had its beginning following Vice- nn Aco 
President Richard Nixon's unfortunate tour advertising im such fashion publications as 
of that continent in 1957. The unhappy ee Vogue and Harper s Bazaar. at that time al 
experiences that marred Mr. Nixon's good- a. most exclusively devoted to the New York 
will visit made us realize that our Latin ‘ City fashion scene. They don’t talk that way 
American relations were not only depend- i. anwmare | | 
ent upon the government of the United | we The 
States, but upon the people as well. We, | 
therefore, felt that as part of the people, 
we could make some contribution by the , 
development of a Fortnight salute to South ‘ea 2 to Dallas for a_ store-wide and city-wide 
America. |! think it is generally recog- F >’. 1 promotion, it was accepted as just what the 
nized now that our effort was the first and 7. . ii store might be expected to do not one bit 
most important enterprise undertaken by §&% gone 3 more unusual than the offering of a _ black 
any private group to compliment our neigh- j ~ ¥ a \ngus steer on the hoof with a roast beef 
bors to the South. | 4 cart as a gift item, as the store did this past 

From the standpoint of values that we 4 Christmas 
received, | think there is no doubt that we 4 
did establish ourselves throughout South 
America as a store that had shown an 
interest in that continent and its products. 
| feel certain we shall be receiving the ott a -s | 
benefits from this impression over a long ae million dollars worth of South \merican 
period of years as people in South America ‘> gold, much of it never seen by the public 
decide to make their initial trips to the pn before . . . a white Peruvian llama named 
United States. | hope this is the outcome. 4 4 Llinda Lee ...an Argentine gaucho . 

—Stanley Marcus 


store’s South American Fortnight of 
last October is one example why! When 
Neiman- Marcus brought half of South America 


From South America Neiman-Marcus wel 
comed along with merchandise from ten 
South American countries 35 South Amert 
can folk singers and dancing girls . two 


i 


Peruvian town mayor . the Trece Monedas 








and Gran Azul restaurants of Lima, Peru 
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South 


dignitaries 


village 
other 
South 


contemporary art 


i typical South \merican 


and 
countries t hie 


Americal ambassadors 
\merican 
South 


and several prominent 


irom ten 
jungles 
American socialites 
South American musicians 
Sucl have 
of the 
extravagance ari 
as handled by 


an elaborate promotion could 
easily degenerated into a turgid display 
mythical flair for 
grandiose, but not 


Marcus Phe 


were intermingled with such taste and 


Texas 
Neiman 
commercial and non-commercial 
aspects 
pentility that, in actuality, a sincere striving 
mutual 
South 


roretront, earning tor 


tter understanding and reas 


ce between lexas and \merica 
nstantly in the 
tore the mecreased respect ot everyone 
L bv largest 
Neiman Marcus, 
Fortnight it has 
Dallas 
tortnight, 


hoth =) 


promotion in_ the 
this 


sponsored In 


history of 
third such 
1957. the 


ly ench 


was. the 
specialty store presented a 
1958, a British 


outstanding 


and im Fortnight. 


which were import pro 
lhe first was primarily interested in 
imports of 


latter 


motion 
Krench fashions for 
concentrated on 


presenting 
women: thi British 
TichiS Weal 

(‘o-sponsors of the event with Neiman- Mar 
cus were Pan American-Grace Airways and 
Braniff Interna 
which contributed sub 
stantially to the promotion 


the Grace Line, assisted by 
tional Airways, all of 


From. the standpoint, which is of 
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South American motifs 
inside ( olortul 


display 
primary interest to 
readers, spectacular 


ere utilized both and out 


14 


—Top row, left, first floor, main aisle 
Where there was sufficient ledge area, the 
entire ledge and columns were encased in 
full round building structures The art 
work was done after the walls were installed 
.. « The roof tiles are of carved foam plastic 
. . . Stairway to the mezzanine (second row, 
left) led to a scaled down side of the Santa 
Paula of the Grace Lines . . . The balus- 
trades were covered with canvas grommeted 
and lashed to the bannister, as on a gang- 
plank Portion of the mezzanine railing 
was removed and mannequins in travel clothes 
appeared to be boarding the ship . .. The 
detailing on the doors and the anchor was all 
carved foam plastic . . . Customers were not 
allowed beyond the area of the “gangplank’’ 
by a pile of stacked luggage A large 
fan was hidden behind a large piece of lug- 
gage which blew the serpentine and gave a 
lot of animation to that end of the first floor 
Top row, right, a view of the main en- 
trance ... This is a vestibule; all four sides of 
which were treated with handturned wooden 
balustrades . . . This was a copy of a similar 
entranceway in Lima ... Second row, right, 
the elevator bank had a false facade and an 
arcade similar to the one in front of the store 
served as an entrance to the luggage depart- 
ment... The false front furnished an excellent 
place to display posters of the various co- 

sponsors of this promotion.— 

metallic discs, inspired by the Argentinean 
Mardi Gras, were suspended from all floors 
and corners of the exterior of the store. Flags 
of the ten South American countries 
flown over an arcade in a white plaster effect 
that extended along the store front. The 
doorway was framed with dark-stained dow- 


were 


erthes 


ae 


4 ie 
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els forming a grillwork. The windows with 
in the arcade were bordered with giant Spanish 
Colonial frames and were devoted to South 
\merican merchandise. 

Inside, the first floor was converted into a 
typical small village of South America. The 
middle aisle of the floor represented a street, 
and false facades converted the counters 
into small shops and homes of the village. 
The first floor Man’s Store featured decor 
inspired by the ancient Inca ruins at Macchu 
Pichu Cuzco, Peru. The first floor 
Children’s Shop carried out a South American 
Mardi Gras theme featuring enormous masks, 
gay lights and silk drapings. 

At the Main street door, a 24-foot wing 
from a Panagra plane jutted out into the 
At the opposite end of the floor, the 
mezzanine balcony was transformed into a side 
of a Grace liner, complete with gangplank and 
canvas-wrapped rails. 


near 


store. 


Personnel on the first floor wore gay pon- 
chos in pink, purple, blue, orange and _ tur- 
quoise, belted in hand-woven bands in all these 
colors from Quito, Ecuador. 

Huge stones fabricated from foam plastic 
masked the walls of the men’s department, 
giving it a rustic effect. An antique stone 
carving from the Grace collection formed the 
focal point at the entrance. 

South American jungles were recreated in 
the escalator well, with hanging baskets of 
greenery studded with feather headdresses, 
bands of bone, noise-makers and other objects 
gathered from the native villages. 

[Please turn to page 70] 


DISPLAY WORLD 











—Top row, left, Man's Store window floor is com- 
pletely covered in grass and large foam plastic 
stones lined the partial wall . . . Archeological 
pieces were used as backgrounds . . . The cards 
in front of the windows was a documentaticn for 
all the South American inspired merchcndise 
being shown .. . Merle Cunningham is display 
manager of the Man's Store . . . Top row, right, 
windows showing all the Vicuna merchandise were 
treated with the same arch proportion, and this 
was repeated at the curb line on the street with 
a 60-foot long arcade . . . Second row, left, one 
of the island displays in the third floor Sports- 
wear Department .. . Baskets bought in Cuenca, 
Ecuador, were filled with crepe paper flowers 
made in South America and dried corn, wheat 
and similar materials found in the open market 
places around South America Authentic 
S. A. merchandise was mixed with merchandise 
developed by manufacturers for the promotion 
... This gave the South American inspired mer- 
chandise authenticity and added greatly to the 
bazaar effect of the native markets ... This same 
treatment was repeated at every available 
column and platform . . . Second row, right, the 
second floor, which is the women's shop and 
better shoes and millinery, was done entirely in 
Spanish Colonial gold . . . Large papier mache 
candlesticks were placed throughout the floor, 
and all the detailing was authentic copies of ac- 
tual Spanish Colonial candlesticks . . . The can- 
dies were cardboard mailing tubes dipped many 
times in paraffin, which gave them a wonderful 
realistic waxen quality ... All the merchandise 
during this promotion of two weeks on the various 
platforms was gold brocade . . . To round out 
the Spanish Colonial church atmosphere, large 
authentic church paintings and sculpture were 
used around the floor . . . Bottom right, the cen- 
ter of the restaurant is a raised runway for the 
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fashion shows Part of this stage was ex- 
tended to cover a permanent pool in the room, 
and in that area authentic pots, pottery, etc., 
were placed as they are in the Granja Azul, 
which is a ranch restaurant outside Lima, Peru 

False walls were installed in front of the 
large windows, and smaller windows created .. . 


of = 
ed 


To obliterate the view of the existing windows, 

white muslin was stretched on the inside of the 

window frames and cut-out hardboard created 

exact reproductions of existing grillwork in the 

restaurant ... Artificial geraniums were placed 

between the grill and the muslin, which gave an 
additional dimension.— 
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SS f A pictorial "salute" to the spring and as- 
yes Oo t3p ay sorted presentations of Texas displaymen 


from the Panhandle to the Gulf — includ- 


OCcCusS ON EXaS ing success stories, how-to-do-it hints and 


adaptable ideas for use anywhere 


Foy W. Mackey, Display Director, 
Hemphill-Wells Co., 
San Angelo 


—A Spring Preview: Our first showing of spring shoes 
with fashion and also decorator pieces from our home 
furnishings department. We have found we can use 
unrelated merchandise such as home furnishings so that 
many departments can be represented when window 
space in limited and yet one does not seem to detract 
from the other.— 


—Wool: Showing light weight wool (a product so im- 
portant to our area of Texas) draped on mannequin 
painted dull black, with orange wig, facial make-up, 
nail polish, jewelry and flower. Fabric is orange, beige 
and black wool. Background is orange float paper; 
floor of beige float paper and only white lighting was 
used. We had wonderful comments on this window and 
few people passed this window without stopping.— 
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Bill Childers, Display Director, 
Dunlap's, 
Lubbock, Texas 


—This window is from a group of three windows featuring cruise wear. 
Each window featured a group of hot clashing colors and this one was in 
shades of blue, green and purple. | chose this window because it was 
very effective but inexpensive. The simplicity of the |-by-I2's that were 
cut in various lengths and the boldness of these colors brought favorable 
public comment. The increase in sales in cruise and early spring ready- 
to-wear was proof of the public's approval. We tried to show the 
ready-to-wear silhouette from full length to the poofed-tunic, and at the 
same time to introduce high color at a very dreary time of the year. 
The background was painted a pale gray; the floor was covered with 
gray carpet, and the sides were draped in gray cotton satin that was 
fringed and tied back to soften the stark coldness of the lines and 
shadows of the I-by-12's.— 


Hugh McWilliams, Display Manager, 
Frost Bros., 
San Antonio 


—These two windows are typical of the windows we put in all through the 
year at Frost Bros. We enjoy our work very much, because we have a most 
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—The theme “Designed to be Lived With" was carried out in this win- 
dow from our home furnishings annex. The back wall is natural rock and 
the side walls were painted a pale beige. The draperies and viscose car- 
pet are in the same shade of beige as the side walls Color scheme for 
the room was taken from the Grieff fabric on the sofa by J. S. Greene. 
The print is called "Bird of Paradise’ and ranges in color from a rich 
brown and yellow into green, blue and white on a toast background. The 
lounge chair is from Oxford and has a geometric print in toast, gold and 
blue on a beige background. Side lamps were antique black and the 
desk lamp was in brass, as all the wooden pieces of furniture were 
trimmed in brass with brass hardware. The tables and desk were all 
mahogany with a pumice finish. The desk chair had a white antique 
leather cushion. This will always be one of my favorite windows, as a 
couple from New Mexico, passing through town one week end, came in 
on Monday morning and bought the entire window—furniture, accessories 
and all.— 


wonderful management and it is such a pleasure living and working in 
Texas. The window at left features Estee Lander cosmetics. The screen 
in back is made of shower curtain material with leaves, etc., applied. 
The other display is from a “Spring Fancy" promotion that produced 
considerable business. This window also won a $100 prize in a display 
contest sponsored by the cosmetic firm. The suspended straw hat in the 
french-cuffed hand caused much comment for its subtle touch.— 





To 


ring Comes 


—Above are two displays from a series of spring displays with an Oriental setting by Frank 
Foyt for Sakowitz. At left, mannequins dressed in magnificent silk brocaded loungewear 
surround a papier mache replica of a Japanese Kibuki dancer posed against a shoji 
panel. Japanese lighted lanterns and wisteria drops hang among the well placed manne- 
quins. Art objects from the Orient lend atmosphere to the theme. Other shoji screens 
with miniature lanterns flank the window. At right is mens furnishings window from the 
same promotion. Here ties of imported silk with Oriental motifs were pointed up by oa 
suit in silk and worsted. An authentic Japanese screen provided the backdrop for the 
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Photo credits: Two photos at top by 
Woodallen Industrial Photographers; 
bottom right, page, by 
Gulf Photo; by Ben E. 


opposite 
all others 


Oschwanger. 


merchandise. An interesting Chinoserie table focused attention on the ties being featured. 
The side panels, hanging lanterns and wisteria was repeated throughout the series.— 











—Under the direction of Les Burton, display manager 
at the Smart Shop, a set of windows featured silk 
flowered print dresses from the collection of Howard 
Greer. A striking Zebra striped black and white 
print with a large red rose at the waist, is shown 
here. Hanging from the ceiling around the mannequin 
were garlands ef tiny red roses which reached to the 
floor. A combination of red lights with pale pink 
spots was used on the display. The card copy read, 


“Designs for The Woman With Sense Of Drama.’"'— 
—Palais-Royal window displays are under the direction of ‘Buster’ Sanderson. To show 


off their new spring styles, scroll-work gates were placed at each side of the window and 

the mannequins were dressed in their new spring clothes of black and white silk and dress 

cottons to make their “entrance” through these gates to the coming spring season. The 
card copy read, “Entrance into Spring—Through the Portals of Fashion.’’— 
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By BEN E. OLSCHWANGER 


S is its customary habit, spring had its usual head start in Houston 

by way of the early spring displays in the store windows. As of 

January |, flowers bloomed, colors turned to pastel and the general 
atmosphere indicated that spring was "around the corner.’ 


There are many fine stores in the city of Houston, offering the best 
in goods and services to the million people living in this area. This is 
but a representative sample of the excellent display work being done 
throughout the city. 


In spite of the cold rainy weather prevailing in January and Febru- 
a the stores showed early spring fashions for the lucky ones able to 
take a winter cruise to warmer climates or those who wanted the best 


selection of the new spring styles. It was a remarkable contrast, with 
display windows showing dressy and daytime cottons, shorts and swim 
suits as people passed by wearing their heavy winter coats to protect 
themselves from the cold wind which prevailed 


—Batielstein's display manager, John Sarenson, along with George Williams, 
assistant in charge of the fashion windows, used the Planter's Beige theme in 
fashions as featured in the January issue of Harper's Bazaar, as their 
color promotion which had complete coordination including shoes, hand- 
bags, scarfs and dresses. To carry out this theme successfully, the back- 
grounds had woven oval-shaped rattan basket weave mats hanging against 
a white background. In the foreground area was a sawhorse and decora- 
tive poles made from bamboo, which had the accessories prominently dis- 
played. The lighting used was a combination of yellow and amber floods 
and spots which added just the right sparkle and warmth to the mannequins 
who were wearing clothes in the featured shades of Planter's Beige. These 
included Italian and Swiss imported knits. The accessories ranged in 
shades from white through the complete range of light beige to dark beige. 
The floor which was covered im a beige fabric completed the beige theme.— 


—In another series of Neiman-Marcus displays, Emery Greg- 

ory showed new spring suits, contrasted by the background 

treated as an antique or junk shop. The “antiques or junk’ 

used were all kinds of display “props. In none of the six 

windows was any prop duplicated. The card copy of this 

window read, ‘The new decade suits—N-M notes the longer 
belted jacket by Ben Zuckerman.""— 


APRIL, 1960 


—A Neiman-Marcus window had Emery Gregory show- 
ing the mannequins in a spring garden wearing yellow 
cottons designed by Lanz. This window was a repro- 
duction of the cover used on a booklet sent to N-M 
customers announcing new spring arrivals by Lanz. The 
background was yellow seamless paper. The floor was 
pink Duvetyne. The butterfly and flowers were hand- 
painted on the front window with water colors. The 
models were placed so as to be standing in the garden 
picking some of the flowers. The flowers were made of 
colored paper. White floods were used on the side 
with theatrical lights in the center of red, blue and 
green. The card copy read, "Pick A Blossom From Our 
Lanz Collection."— 
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The Tutor: 
—a helpful hand 


AL PIEROTTI, Display Director, 
Titche Goettinger, Dallas 


ITCHE'S theme for the spring 1960 opening 
ite the fashion presentation was cued to, 

“It's a young-hearted spring at Titche's.” 
Interiors and window decor featured white 
shingle backdrops, bamboo awnings, stylized 
birdcages and profuse use of apple blossoms 
in shades of pink with contrasting greenery. 

The first floor carried out the spring theme 
with pastel colored live canaries in modern, airy 
birdcages. This effect was aural as well as 
visual inasmuch as the birds were carefully 
selected for their singing ability. 

The spring fashion color was ''prairie green,” 
a soft, muted greyed green, very reminiscent 
of the early start of spring on the Texas prairie. 
Throughout the store, all fashion showings were 
in this ‘prairie green.’ The cosmetic ledges 
featured the green also with Revlon's new 
green eye-shadow. 

Almost every department within the store 
participated in the spring story and color 
promotion including all women's and misses’ 
fashions, piece goods, home furnishings, chil- 
dren's and men's. Windows were cued to both 
the spring and color story and represented 
almost every department in the store. 

As an integrated story, carried from floor 
to floor and from window to window, the public 
could not escape awareness of this spring pre- 
sentation, and acceptance showed itself both 
in sales figures and in frequent, favorable com- 
ment. 
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The Student: 


—on the way up 


JIM ROGERS, Display Director, 
Cobbs, Lubbock 


66 ELL, kid, the best of luck, and keep your nose 
clean.’ Those were the last words Al Pierotti 
said as you left his employ with Titche Goet- 

tinger display department last August to take over 

as display director for Cobbs. 

At that time you recalled those many years of carry- 
ing props, sweeping the floor, washing out brushes 
someone else dirtied and getting blamed for that pin 
the proficient trimmer left. 

You remember your early thoughts: the trimmer is 
a smart alec, the assistant is a brown nose, the coor- 
dinator is color blind and you can't understand how the 
director holds his job as ignorant as he is. 

Now the day has arrived when your merit so defines 
you as capable of assuming full responsibility. You're 
the boss — the know it all who doesn't know anything. 
As you pause to remember, knowing the thoughts of 
those now starting out in your own department, you 
reverently take off your hat to guys like Al Pierotti. 


Top: Paint wood or plastic hoops black and cut some small 

poker chips out with the cutawl and you're in. . . Every 

yard of material shown in this window was sold by the end 

of the second day . . . But what was so impressive was the 

fact that it was put in by a girl of 19 with Il months 
experience.— 


Center: This window | enjoyed putting in immensely . . 

The door was in moth balls, so to speak, up in prone posi- 
tion over the boiler room . . . With some assistance it was 
retrieved and painted white .. . It was then placed on a 
table and toned in black for shadow . . . We had been 
in the process of making some planters and had scraps of 
plastic imitation brick about the department for a wall 
affect . . . The hanging lantern is from Christmas three 
years ago . . . Of course, the cutawl is always oiled for 
floor effect but, believe it or not, the balustrades and 
embiem on the door are new, but the door handle is 

two years old.— 


Bottom: In three days this window sold 13 dresses, innum- 

erable amount of shoes and evening bags and we gave up 

count on the tierras .. . It is black and white and a follow- 

up after our spring blowout ... We mixed black and white 

scatter and tried to capture the feeling of the ballroom 

and/or ‘just outside where the polka dot tulips grow 
waiting for... You."— 
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—At top, one of a bank of recent windows featuring ‘Beige .. . 

pale as ivory to warm as toast.’ Background design was accom- 

plished through the use of a loose hemp cloth secured with 

large brass tacks. Botanical prints on aged parchment carried 

the touch of spring color and offered relief to all beige windows. 

Brass lamps were suspended to the foreground of the scene, 
adding a touch of elegance.— 


—At bottom, one of a series of displays featuring the new ‘Soft 
tones in accessories." Background radiations were accomplished 
through the use of lavender silk organza, which formed a frame 
for the focal point of the windows, the very elegant bust done 
in soft tones ef purple and green. The accessory merchandise 
was in the lightened soft spring tones. The overall effect was 
emphasized by the use of soft pink lighting.— 





This is the second in a series of special 
Salute” issues, the first being the Salute to 
California issue last Nevember. Many more 
such projects are being contemplated for the 
future, such as the Pacific Northwest, New 
England, the Middle West, the Southwest, the 
South and others. We will be most happy to 
receive your recommendations and comments. 


—The Editor 











Summing Up! 


By N. B. WIGGINS 
Display Director, Hemphill-Wells, Lubbock 


HE display profession, as a whole, should profit from the recog- 

nition given Texas in this special "Salute to Texas’ issue. | have 

always been an advocate of closer ties among the people who 
make up this profession by encouraging better means of com- 
munications between them. This issue is a start to fostering that 
communication. 


Certainly, no particular section of the country does such an out- 
standing job in this field that another is hopelessly outclassed. It is 
my contention that we can all learn from every other person, and 
that through this exchange of ideas a lot of narrowness and petti- 
ness can be resolved. 


It is also my belief that those of us who have learned certain 
fundamentals of display through the years should impart this 
knowledge to those just entering the field, in this way making their 
apprenticeship easier. 


Also | contend that managements would welcome a closer coop- 
eration with their display departments when and if they are capable 
of doing a business-like jeb of managing their departments. We are 
not isolated little groups of necessary evil, but an integral part of 
the operation of the store, and we, as businessmen, should accept 
our responsibility toward the institution of which we are a part. 
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Herb Raynaud, Display Director, —From a “Call of the Wild" promotion .. . 
Neiman-Marcus, Merchandise was designed from zebra, lion, 
tiger and cat print fabrics. A bright green light 

Dallas was used for jungle plumage . . . Stuffed animals 
—One of three displays from a series of —both animals and parts of them— were main 
windows with handpainted ‘‘life-like’’ eyes props, the bodies of the “part’ animals being 
. The merchandise is wired in place and completed with line drawings . . . Some were 
has vision paths of black yarn, putting em- attached to the frames to make them look as if 
phasis on the new interest of the merchandise they were walking into the windows . . . Also used 
. The walls are painted grey, and the were gimmicks such as a leopard lapping up milk 
floors are white felt . . . The lights are and holding an umbrella “a la Sambo"; a boar 
focused on the eyes and merchandise and looking into a mirror and a mannquin wired into 
blink to give the overall effect of a wink.— a standing position on a lion's back, as though 
riding in a circus ring, shown here . . . The walls 

were a warm beige and the floors white felt with 

wood shavings scattered in some.— 
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—One of three from a series of windows with 
kitchen window shades made of scrim . . . Some 
of them come up from the floor and some drop 
from the ceiling. Objects one might find in a 
window, such as flower pots, birdcages and milk 
bottles, ere added. The shades are made trans- 
parent by lighting so that you can see the gar- 
ments as a whole ... The shades add emphasis 
by only coming to the high, or level, of parts of 
the merchandise that have a new point of in- 
terest. The walls are beige and the floors 
are white felt.— 
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Spring, Winter Compete 
For Chicago Windows 


By RICHARD DAY 


OME Chicago window displays took an optimistic 

look forward — toward spring — at the same time 

others realistically dealt with the season at hand— 
winter. Gilmore's rushed the season with flowers and 
a sign that said, "Spring Arrives at Gilmore's." Gold- 
blatt's promoted spring fashion sewing. Carson's 
took a fling at Valentine's Day before putting in its 
spring promotions. Lytton's kept a foot in each 
canoe with a_ winter-into-spring coat promotion. 
Field's covered all the seasons in a designer fashion 
display. Mandel's chucked the seasonal altogether 
and used an Arabian nights theme. 


Mandel Brothers (left) 
Carl James 


Designer fashions were promoted by a series ot tour 
displays in conjunction with a tashion show. The windows 
were entitled “Desert Song” after the name designer Estevez 
gave his fashions. Arabian-style tents built with gold poles and 
pastel striped fabrics were put up at the back wall with potted 
ferns at either side. In front of a low cutout of an Arabic city 
skyline stood a mannequin in a light beige dress protected by 
the tent canopy. Her accessories made her look particularly 
\rabian. Two more mannequins in black dresses to contrast 
with the lighter one stood up front in the window. In their 
accessories they looked more like a Chicagoan might. A pale 
moon on the wall looked over the scene. For a monochrome 
effect background colors were in tones of beige. 


Goldblatt Brothers (left) 
Jack Boghosse 


Do-it-yourself sewing was the theme ot a hard-sell series of 
displays built around a modern sewing machine placed front 
and center in the windows. Large cuttings of organdy and 
cotton satin material in spring colors and weights were 
draped across the back wall. One of them draped itself into 
the sewing machine and came out in the shape of an un- 
hemmed skirt. A symbolistic floor-to-ceiling panel at the right 
contained etchings of an old-time sewing machine, scissors 
and a measuring tape. The single mannequin stood at the far 
right holding a set of patterns. “Your Headquarters,” read 
a sign, “for Spring Fashion Sewing.” 


Carson Pirie Scott (left) 
Clement Bradley 


Merchandise that would be suitable tor valentine presents 
was promoted in a simple yet effective series of four displays. 
The pink-on-white sign, which was placed up tront and in the 
center, titled the display, “Be Thoughtful, Valentine.” Pink 
painted shelves and boxes held merchandise such as blouses, 
suits, perfumes, furs and accessories. Additional merchandise 
was displayed on the off-white floor. Pink lace-edged valen- 
tines were tastened to pale pink stands. A single mannequin 
and a bust were used in each window. Window Display Man- 
ager Dick Minto used three-quarter size figures instead of 
the mannequins in some of the windows. 
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Wm. Y. Gilmore (right) 
Ted Lees 


A spring fashion show was coupled with flowers in a display 
promoting special showings of both. Potted flowers were ar- 
ranged across the front of the window. Behind that, a panel 
painted to look like cobblestone terrace in perspective was angled 
up to an etching of a vine-covered building at the back wall. A 
free-form cutout in the panel made a place tor the single manne- 
quin to stand. She wore a skirt and vest, spring-like white hat 
and accessories. A few other accessories were displayed on the 
cobblestone panel at her feet. To give added dimension, real 
vines were placed over the sides of the building etching “Spring 
Arrives at Gilmore's” read the sign 


Marshall Field (left) 
Virginia Paxson and Staff 


Tweed and leather designer tashions took the 
spotlight in a large corner window promotion 
based on a play on words. It was entitled, “The 
Charmer’s Almanac.” Fight 3-by &-foot sheets of 
blue composition board, which represented pages 
in the lamanac, were hung by chains from an 
overhead grille. Abbreviations of the months 
they represented were tormed by large brown and 
white letters placed across their tops. Five manne- 
quins standing among the sheets wore the fashions 
in beige to rust tones. To match them, the walls 
and floor were painted light beige. Hat racks in 
the setting held accessories of the season. The sign 
reiterated the point for those who didn’t get it 
These fashions could be worn "most any time of 
the year.” Flanking the display were setups in 
smaller windows. One denoted spring and sum 
mer; the other, fall and winter 


Henry C. Lytton (right) 
G. C. Bowen 


Black coats with white fur-trimmed collars were the subject of a 
final clearance sale promotion. This window was used as the main 
promotion in a series of three. It was a pattern display, depending 
for its success upon the pattern created by bottles and hands. Three 
ot the bottles were blue, the dominant color of this particular window, 
and two were blue-green. The hands, made of gloves, were black 
and gray. White criss-cross sticks were used for patterns in the 
other displays, Window Display Manager Bob Busse varied bottle 
colors to suit the merchandise. 
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The Accessory Setup 


By RUSSELL SHAW 
Display Director 
Dickson & Ives 


Orlando, Fla. 


An effective grouping of accessories can sell more merchandise than 


the same accessories shown on a mannequin or otherwise in a window 


display .. . It's not as simple as its seems to choose items that will com- 


plement the featured fashion yet are adaptable to a pleasing, interesting 


arrangement ... Same quality and price range important 


\VE you ever seen a woman wearing a 
tashionable outfit: the dress 1s smart, 


and the 


the accessor;ries appropriate 


flattering, vet there 1s something miss 


colo! 
needed may be only a 
or a colored Scaril, but 
“make” the outfit. A 


setup 


mg. the one touch 
jeweled pin, a flower 
the addition seems to 
smart, eye-appealing accessory serves 
the same purpose in a window display 
Besides adding an enhancing touch to the 
window, a setup presents to the public and 
can sell more merchandise than that shown 
on the mannequins, or otherwise, in the win 
display It helps 
jewelry, notions and other departments in the 
If you perfect your skill in arranging 


result in 


dow promote 
store 


setups it will certainly increased 
sales 

\ good setup is more than just a necklace, 
a bottl 


tion oft 


of cologne and a scarf, or a collec- 
other small items of merchandise 
placed on the floor in either a set or hap 
hazard arrangement. It is a grouping of 
accessories which can be worn with, or used 





cosmetics, 


with, the merchandise on display. A setup 
in a ladies ready-to-wear window could con- 
sist of several or all of the following acces- 
handbag, gloves, hat, shoes, jewelry. 

include related items such as 
perfumes, an umbrella, scarf, 
blouse and artificial flowers. 

In windows displaying merchandise other 
than women’s ready-to-wear, the setup should 
consist of items which can be used with the 
merchandise. In a fabric window use sew- 
ing supplies, patterns, notions. With swim 
suits, use bathing caps, sunburn lotions, beach 
towels, etc. In men’s ready-to-wear windows, 
use ties, belts, tie clasps and other matching 
accessories for the clothing on display. 

The exercise of good taste and judgment 
is all important in selecting items for the 
setup. They should blend in color and match 
in style the merchandise on display. If the 
merchandise on display in a ready-to-wear 
window is afternoon, evening, tailored or 
casual in style, the accessories in the setup 
must be also. For example, if the manne- 


sories: 
It can 


( osmetics, 


also 


quins in your window are displaying dresses 
of extreme high style, with a Paris influence 
which is very noticeable, look for a bag and 
gloves, or perhaps a hat, of extreme fashion, 
not one of ordinary appearance. All of the 
accessories shown should be in keeping with 
this particular high style. 

Another point to keep in mind is that the 
articles in a setup should be of the same 
quality and price range as the merchandise 
on display. For example, in a window featur- 
ing expensive lingerie, you would use expen- 
sive bedroom shoes in the setup. 

The items in a setup are not priced unless 
it is a special sales promotion. 

An accessory setup is usually placed at the 
base of the prop, and arranged to tie in with 
it. If this is not feasible, it can be built 
around a small displayer bench or table. 

Every arrangement should have a sufficient 
amount of height. The proper use of dis- 
players will give the group a good foundation 
and help attain the height needed. T-stands, 
metal millinery stands, handbag displayers, 
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shoe stands and glass blocks may be used; 
also small shelve displayers in stairstep ar- 
rangement, or otherwise. 


First decide on the design or line of the 
display, then the quality of balance should 
determine the remaining part of the arrange- 
ment. Naturally, to attain proper balance, 
the heavy articles should be placed on the 
bottom and the smaller items at the top of 
the group. 


The accessories should be grouped together 
in an interesting or pleasing arrangement. 
A graceful, artistic line should be followed 
in the grouping of the items. Avoid a set, 
flat look by all means. 

These are the basic rules for a good ac- 
cessory setup. We shall give as examples 
four setups for a womens’ ready-to-wear 
window, and show “how-to-do-it.” 


Fig. No. 1 shows a setup for a sportswear 
window. Use a T-stand for height. Wire 
a golf club to the top as shown. Place a wide 
sportswear belt across one side of the top 
of stand and hang a sports shoe by the heel 
over the other side. Add a corsage of colored 
fruit with green leaves. Place the handbag 
at an angle from the base of the T-stand. 
Swirl a handkerchief or scarf to the right 
from near the end of the handbag, and place 
another corsage as illustrated. Place a pair 
of tailored gloves and bracelet and earring 
set at angles to the left of the arrangement, 
and bottles of cologne (such as Tweed or 
Straw Hat) at angles to the right to balance 
and complete the arrangement. Notice that 
cologne boxes are used with the bottles to 
give height and balance. 


Fig. 2 is an example of a setup for casual 
dress. A T-stand with a short “T” is used 
in this setup. One end of the large scarf is 
tied to the top with a thread, and is swirled 
to the left as shown. The large handbag is 
placed at an angle to the right. The umbrella 
is held in position with a black thread tied 
to the top of the T-stand. The hat, of course, 
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is placed on the top of the stand. One glove 
is displayed on a wire glove displayer, and 
the other one placed at an angle. A box of 
powder and cologne to the right, a flower 
to the left, and a necklace swirled from the 
tip of the umbrella, as illustrated, complete 
the arrangement. Note that the size and 
shape of the bag determines the height and 
balance of this setup. 

Figs. 3 and 4 illustrate setups for formal 
windows. You will see that the shoes, gloves 
and bags are for evening clothes; also the 
lace and fringed scarves and jewelry. From 
the sketches and by following the general 
procedure outlined above, it can be easily 
seen just how to arrange these setups. 

The use of artificial flowers is, first of all, 
for the sake of beauty. But in addition it 
offers another great help, that of blending 
several items together and breaking the dull- 
ness of a set line of articles. This is illus- 
trated in Figs. 3 and 4. 

A scarf should be used to tie together the 
colors of the group, and also to tie the items 
together as a whole. Cosmetics and gloves 
are then used to balance the group and to 
carry out the line of design you have started. 
Jewelry can be used in any way you choose, 
to carry out the line of the arrangement or 
to fill in a look of emptiness in the design. 

The secret of good setup arrangements is a 
flair; a twist of the wrist can make all the 
difference. Swirl the ends of a scarf, a 
necklace. Never have straight lines—always 
angled. If you will study the illustrations 
you will see that each article is placed at a 
different angle. This technique will give 
your setups that special touch of magic. 


The outcome of a setup is solely up to the 
individual. Only your artistic eye can guide 
you to a successful arrangement. The out- 
standing fault in many setups is a lack of 
originality. There are so many different 

effects possible, there is no excuse for a 
setup ever to be dull and uninteresting. 
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John Saporita Named 
Gimbels Display Director 

Appointment of John Saporita as display 
director of Gimbels, New York City, and 


suburban stores was announced today by 


— John Saporita — 


head of the 
effective imme- 


Schutzman, executive 
His appointment is 


Julius 
store. 
diately. 

Mr. Saporita has been assistant display 
director of the store for the past ten years. 
He joined the department store as an appren- 
tice in the display department in 1942. His 
promotion is in line with Gimbels policy of 
promotion from within the organization. 

Mr. Saporita succeeds Luke Maletich who 
recently retired. 
Bemiss-Jason Moves 
To New Location 

On February 1, Bemiss-Jason Corporation 
moved into a new plant with general offices 
at 3250 Ash street, Palo Alto, Calif. Addi- 
tional facilities has been installed to increase 
their line of Display-tex and custom de- 
signed point-of-purchase materials. 





Variety in San Francisco 


UMP'S glorifies the ageless elegance 
of silver. Hale's fights the wintry cold 
~ with top coats, while Macy basks in 
the limelight of the movie world in 
swimwear. The royal mood permeates 
Sloane and chicness abounds at Ranso- 


hoff and Saks. 


Ransohoft's (top left) 
Milton Keller 


Pelach ana Vrpite hecks 1] Worle) s WCal received a 


ench motit treatment bv the use ot low cate curtains, 


Macy's (top right) 
James Stewart 


lhe glamour associated with movie stars effectively glorified swimwear 
in this series of windows. They were transformed into sound stages with 
authentic props of lights, cameras and reels of film. In the background, 
action poses ot three mannequins dressed in the latest swim suit fashions 
took on added allure by the suspension of the familiar and exciting fea 
tures otf Marilyn Monroe in place of their regular ones. An accessory 
grouping was on the floor, and old tashion swim suits accented the 
scene by hanging them from the different movie props 


black and white checks lhese were suspended 


rass rods avains 
Con pletely 


carried 


t walls in mustard gold finis! \ 
accessorized mm @€aci aD the three 


a bunch ot tresh dattodils hie 


displaved additional accessories on. the 


ThaT 17 The ( rao scheme (iT thie promoto}! 


Sommer & Kaufmann (bottom left) 
Sollie White 


trathe stopper took place when I11] sizes ot one style 
ride kite children’s shoes trom 3A to IZEE wer 


i turquoise wheel with multi-colored ribbons 
he effect of a May pole \ contest was also built 
he window lwo children’s mannequins tn stiff 


| } i 
he display 





W & J Sloane (bottom right) 
Leo Kenney 


lhe theme, “Royalty, described well the promotion ot a Hew line O1 
dining-room furniture. The back wall and floor were covered in copper 
terra cotta marble paper, while the side walls were in black. This color 
combination continued with black square columns and terra cotta urns 
on top in the background, a suspended electrified chandelier with black 
candles overhead and terra cotta sculpturing on each side in front com- 
posed dramatically a rich, dignified decor. In the center of this setting, 
the dining room suite of wrought iron with rust color velvet cushions 
took on a reverent aspect. 
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By DICK JACHIM 


Saks Fifth Avenue (right) 
John Johannsen 


The custom look in sportswear was well dramatized through the 
forming of the merchandise and enriched by including works of art. 
Coats in raw silk and bone tones on three-quarter forms simulated 
action. Floral paintings in colors of pale violets, orange and beige 
glorified their elegance. \ccessories, grouped on the Hoor, placed 
against the forms and on the frame of the painting, added a feeling 
of casualness. The colors in the floor covering duplicated those in 
the painting for an attractive consistency in the tones 





Hale'’s—Market Street (left) 
Bob Mcfie 


Glorifying a sale window proved very successtul 
in this topcoat promotion. Against a stark whit 
background to simulate wintry weather, and group 
ing mens mannequins, which were tilted forward 
with their coat-tails extended back for an illusion 
ot bucking against a strong wind, created much 
realism; so much so that it was even written up 
in one of the newspapers here. Not to detract from 
this attractive composition, the sales reader, thoug! 
large and easily read, was cleverly placed on an 
angle in the toreground 





Gump's (right) 
Al Proom 


The ageless desireability of silver was glori 
hed in a modern motif in this silverware pro- 
motion. This was accomplished by painting the 
walls a stark white and drawing a straight line 
and sharp corner design in the background tor 
the ultra modern effect. A velvet covered 
board with samples of silverware adorned the 
center of this design. In the right foreground, 
strips of different colored ribbons also had sil 
verware appliqued to it. This accented the 
hollow space in the handle of this specific de- 
sign. A black reader with white lettering cov- 
ered the space between the window and ribbons 
of the floor. 
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anhattan Anticipates 
Transition to Spring 


Bonwit Teller's Annual Artists Exhibit not only served 
as a showcase for nine talented people, each billed as an 
“exciting artist of the sixties, who has in the past year 
helped with our windows, but attracted a great many 
passersby to the windows—and, it follows, to the fashions 
on display. Staged by Gene Moore, a display director 
“very close to the Renaissance in his view of the artist in 
society, the exhibit featured the work of Jeanne Owens, 
Jonah Kingstein, Helen Watkins, Bill Goldsmith, Anthony 
Ballatore, Daniel Galek, Sam Gallo, Clivia Morrison and 
C. A. Darcy . . . Preview: Keep your eye on the Swiss 
Travel Bureau. Things are happening. 


Tiffany's (above) 
Gene Moore 


liffanv s \alentine s Windows went right to the 
eart of the matter with one heart covered with pep 
permint drops, and another (the one shown here) with 
war lumps. Discussing the latter, Assistant Display 
Director Ron B. Prybychien recalled: “We were going 
to use spice, too—you know, sugar and spice—but 
finally decided against it. lo show ‘Titfany s Sta 
tionery line, the base ot a Valentine-filled mailbox, 
door open and a heart on the name flag, was sut 
rounded with appropriate epistles trom Longfellow, 
la Rochefoucauld, Chamfort, et al. Shocking-pink 


felt was the order of the dav 


Franklin Simon (above) 
Jess Sweeney 


“We have a rather small budget, and we always try to get the most out of 
it,’ commented Jess Sweeney, who, as assistant display manager, has been 
ably filling John Liles’ shoes since Mr. Liles left Franklin Simon for the West 
Coast. “Every shop accumulates art gallery type pieces over the years, and 
wed collected our share. We decided to give them a little paint—willow 
green, to accentuate the spring ensembles—hang some of them on panels, and 
use them in a series of windows. We've been spending very little money to 
sell a good deal of merchandise and I’m happy to say, management 1s pleased 
with the results.” (Jess Sweeney, by the way, is no stranger to conceiving and 
executing displays that “cost practically nothing’”—cf. the September 1959 
issuc.) 


Hattie Carnegie (left) 
Howard Nevelow 


The last time we visited Howard Nevelow (in the January issue), 
he was using black-and-white blowups of the face and arms of 
model Bovima to extend his look-ma-no-mannequin illusion. Here, 
with the simplest of props, he created an equally effective illusion 
out of thin air—yet made it all seem as substantial in its own wav 
as, say, a slack rack. 
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By RAYMOND MASSEY 


Photos by Virginia Roehl Studios 


|. Miller (right) 
Sidney Shneer 


“Paris Cable ... Pale to warmer biscuit tones 
are popular this 1960” ran Helene Mahoney’s 
customarily un-busy copy to set the 16-foot stage 
for I. Miller’s spring line of bone-to-graham 
cracker shades. The biscuit trees and flowers 
were the painstaking work of staff designer 
Fred Wehmer. Just about every kind of cracker 
known to man( and Nabisco) was pasted on the 
bamboo stands—e.g.,Ritz, Triangle Thins, Keebler 
Sea Toast, Oysterettes, Triscuits, Butter Thins, 
ad snackitum. One of the trees served as a cen- 
terpiece at a press breakfast. This display, and a 
smaller version in another store, stayed in 16 
days—and never lacked for Fifth avenuer interest. 





Henri Bendel (right) 


Laurence Bartscher 


In this rather haunting scene, the huge starched-organdy 
red roses and yellow dahlias were keyed to the pattern of 
yonald Brooks’ chiffon creation. The tree, painted and 
then glazed, was of tissue paper with a heavier paper 
underneath, supported by chicken wire and wood. The 
mannequin was holding a stole of the same material as 
her dress, ceaselessly billowed by electric fans. The back- 
ground and floor were of black broadloom. Pink and day- 
light filters on 200- and 300-watt spots furnished lighting. 
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Bloomingdale's (left) 
Edward Von Castelberg 


Tie-ins with magazines cau be as mundane as pigs’ tracks or, 
as was the case here, they can be executed with that knowing 
flair that produces a distinctive display no matter how stereo- 
typed the context may at first seem. In staging this tie-in with 
the February Harper's Bazaar (lying on the white floor opened 
to the appropriate “Excelsior” section), the excelsior bales used 
in the magazine photos proved too inflammable, so raffia was 
substituted. Otherwise, all things were the same and the 
shopper is there. 
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Kerchiefs and §S 
Can Be Dramatized 


Displays should tell a story 
_. . create departmental interest 


By DWAINE MEEK 
Display Consultant to J. H. Kimball, Inc., New York City 


' 


CAKES and handkerchiets have always 

been regarded as one ot the big bug = 

boos in a tashion displayman’s life, and 
tend to create unique presentation problems 
that all too often result in the displayman’s 
taking the easy way out and giving the scart 
department a once over lightly 

This is really untortunate, as with a little 
thought, scart and hankerchiet displays can 
take on a very strong selling job.. With this 
thought in mind, handkerchiet and_= scart 
manutacturer J. H. Kimball telt that it was 
up to the manutacturer to prove to his re 
tailers just what could be done to properly 
display handkerchiets 

The first step was to construct shadow box 
display cases in the Kimball showroom that 
would approximate display cases in. the 
average retailers store. We then set about 
building a display story around each in 
dividual kerchiet and scart, much as you 
would with an expensive gown on display 
very good design tells a story of its own, 
and with a little thought, these stories can 
be developed into strong displays that wall 
boost impulse interest in the handkerchiet 
department 

Kimball recently introduced a_ printed 
handkerchiet in two complimentary patterns 
that had as their theme the royal embellish 
ments associated with the British Crown. To 
dramatize the kerchiets we mounted them on 
stiff boards to show the designs to advantage, 
then suspended them in the display case. A 
miniature crown and a curtain ot the same 
design kerchiefs were added. The finished 
display told a story of regal elegance and 
fashion. 

In another instance, floral printed hand- 
kerchiets were dramatized with an arrange- 
ment of dried flowers. By using bright 
colored kerchiets and coordinated colors in 
the flowers, the effect was easily achieved 
with maximum results. 

Scarfs present a silghtly different problem 
due primarily to their size. We = set this 
to our advantage recently in a display ot a 
richly colored large scart \s the design 
suggested medieval opulence, we treated the 
scarf as a tapestry and utilized two muinia- 
ture toy knights in armor as props. With 
moody lighting, the display took on a look 
ot old baronial splendor. 

It is sometimes difficult to display solid 
colored chiffon handkerchiets to advantage, 
but by building a story around them they 
take on a new importance. Recently Kimball 
worked with a millinery concern to co 
ordinate colors. We told the story by using 
art work of a stylized woman's head and 
arms. Brightly colored chiffon scarts were 
held in the hands extending in trom the 
sides of the display, and the matching hat 
was shown on the head torm at the rear of 
the window. As all artwork and the back- 
ground were done in sharp black and white, 
the colored merchandise stood out dramatic- 
ally. 

One ot our recent windows combined 
scarts and handkerchiefs in the same dis- 
play. Our main purpose was to tell a story 
ot bright oriental colors as tashion acces- 
sory news. Jo dramatize the pattern of 
the kerchief, we mounted and suspended it 
to giv the appearance of a flying carpet. 
We then draped a panel of moorish arches 
with chiffon scarfs to create a mood of 
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oriental fantasy. Since the colors were strong 
clear tones, we used black and white photo 
graphic enlargements of figures taken from 
old Persian paintings to complete our dis 
play. In this instance we 
and setting to tell our 
oriental influence 


relied upon mor Te 


story oft color and 


Kimball also produces a line of “Charac- 


ter’ toys that are used as impulse sales 


items in the handkerchief departments. For 


the holiday season just passed, we combined 
these miniature toys with the annual Kim 
ball holiday message. We created two dis 
plays in the 38th street windows which told 
their own Christmas story. In the first 
window of the series we had Santa Claus on 
stage in the Kimball Character 
busily preparing for his 
rounds. The setting was complete from the 
small footlights to the names on Santa’s 
list. One flying toy angel held back the 
red theatre curtain while a second angel sat 
on the valance at the f 


Theatre 
Christmas Eve 


window 
The second win- 
took Santa into an old 
room where he was dec- 
orating a miniature Christmas tree. 


front of the 
holding the streamer sign. 
shown, 
sitting 


dow, not 
fashioned 
\gain 
the details were complete from the packages 
and toys under the tree to the basket of 
knitting and family Bible beside the rocking 
chair. These two windows were of an 
institutional nature, however they displayed 


APRIL, 


1960 





actual merchandise in a true holiday feeling. 

Buyers’ response to these displays has been 
encouraging to Kimball, and it that 
as soon as a design is displayed in the 
showroom it immediately sells out. Buyers 
who have taken advantage of imaginative 
display ideas and who instilled this 
interest in their display staffs, have found 
their efforts rewarded with 
volumes. 

Take a look at the scarf and 
handkerchief department and don’t rely on 
the basic handkerchiefs for your displays 
Play up the styles that have a story to 
tell, and create an interest in your depart- 
ment with conversation provoking displays 
\ttract your customer's eye with the amus 
ing conversation handkerchiefs in 
clever displays. Customers’ interest can only 


seems 


have 


increased sales 


second 


piece 


be captured at the point-of-sale, and once 
the customer is actually at your counter it 
is the sales girl’s job to sell her. It is the 
displayman’s job to sell her first, however 

to sell her on the idea that your store 
really has an up-to-the-minute fashion story 
to tell in its handkerchief and scart depart 
ment. 


—Handkerchief and scarf displays on these 
pages by Dwaine Meek, display consultant to 
J. H. Kimball, Inc., New York City, and were 


installed at the manufacturer's showrooms.— 


Bob Howard Teaches 
Display At Traphagen 

Robert Howard is the latest addition to the 
faculty at Traphagen School of 
New York City, where he will conduct 
courses 1n window and interior display in 
the Evening School 

Only recently returned to New York trom 
Texas, Mr. Howard is a member otf the dis- 
play staff at Arnold Constable’s Fifth Avenue 
store. An alumnus of Traphagen, after grad 
uation he lived and worked for eight years 
in San Antonio where he both designed and 
installed windows and interior displays fot 
such stores as Sears Roebuck, Frank Broth 
ers and Joske’s of Texas. Joske’s is the big 
store, formerly known as “The Largest Stor 
in the Largest State,” 
its adjective to “Greatest” when 
admitted to the Union. 


Fashion 


which had to change 


\laska was 


Antonio 
costumes for the 


Mr. Howard was active in the San 
Little 
citys annual 


Theatre, designed 
Fiesta. and helped in the de 
signing of floats for the River Parade 

He has also done display work for 
& Taylor and R. H. Macy & Co 
course he teaches at Traphagen, lh: 
clude practical 
and theoretical aspects For 
sultation in his field, Mr. Howard is avail 
able at the school, 1680 Broadway (52nd St.) 


Lord 
In the 
will in 
design 


display as well as 


Careef4r con 


? 


on Tuesday and Thursday evenings 
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Designed to SELL 


By JIM KILEY 


ine 


\ 
y | ‘HE other day, Philip Ratick, who op- 

erates a fine family-style shoe store 

in Schenectady, N. Y., showed me the 
building plans for a complete moderniza- 
tion of his present store. It was a pleasure 
to talk with this keen merchant and he 
presented some excellent ideas of his own to 
embody in the plans I was to prepare for 
him. He had heard of my store planning 
service mentioned in a recent Dis- 
play World. 

The store will have two supporting col 
umns in the center of the 
you will note how the dead space usually 
associated with them been  trans- 
formed into active and functional display 
area. This was accomplished by the in- 
stallation of a specially designed = shelf 
unit. It also serves another good purpose: 
it divides off the teenage girls department 
from the boys. 

It is a proven tact that teenagers insist 
in shopping in separate departments. This 
division was also augmented by a carefully 
worked out color scheme; strong masculine 
colors tor the boys and soft pastel ones for 
the girls. 


issue of 


sales area and 


has 


The two toilets on the original plan were 
directly the indi- 
cated passageway. We suggested the par- 
tition to hide them and to also provide 
valuable additional wall display areas. 


located to open out on 


listing all the 
display 


permit 
and 


Space will not 
numerous decorative 
worked into the plans. 

The drafting charges for these scale fix 
ture plans are very reasonable ones and we 
are proud of the numerous “thank you” 
letters received from merchants have 
used this service. 

The jobs are done in the order received 
so if you plan to remodel or open a new 
store, mail in your details without delay. 
Send the building plan or sketch of your 
store along with a list of the lines you plan 
to stock directly to me at 70 South Munn 
avenue, Apt. 910, East Orange, N. J. It will 
be given careful study and you will receive 
a written report and estimate for producing 
a complete scale fixture layout. 


ideas 


who 


Naturally, the large department and chain 
stores have excellent store planning depart- 
ments: I know as I worked many years in 
one operated by Sears Roebuck & Co. How- 
ever, there are so many of the smaller 
merchants who plan to remodel or possibly 
open a new store and this service is spe- 
cially designed to aid them. 

To tie in with this month’s shoe store 
theme, I show a few ideas for the display 
of this merchandise and they can all be 
built and installed at a minimum cost; to 
show typical Fifth Avenue trims and dis- 
plays is only wishful thinking to so many 
independent merchants who must operate 
on a carefully controlled display budget. 

(A) This eye catching unit can easily 
be built out of a sheet of plywood or hard- 
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board; it will tell the CLEARANCE SALE 
out-they-go story at a glance. 

(B) I have always felt that good art 
work can add considerable eye appeal to 
any display and this panel unit embodies 
A-C-T-I-O-N. I think the most important 
word in the entire shoe business is “COM 
FORT” and this display is 
signed to give this message. 

(C) Children’s shoes are a very important 
sub-line and this panel and base unit will 
attract the children with its ever popular 
nursery story. The giant size shoe can be 
a hardboard cut-out braced in the back with 
lengths of 1l- by 2-inch lumber and _ then 
painted in brilliant poster colors. 

Both Display World and myself will ap 
preciate hearing from a few of the smaller 
independent retail merchants who are, after 
all, the backbone of national retail 
structure. 

We would like to hear what think 
about this effort to be of display and store 
planning assistance to you on a 


specially de 


our 
you 


reasonable 
fee basis. 

I have developed the small letter 
system indicated on this scale plan to make 
it easy to and understand. If 
questions come up while the job is under- 
way they can be referred to when the mer 
“ent writes me. 

During the past five years [I have de- 
signed plans for stores all over the country 
and, in most cases, it was not necessary for 
me to visit the site by the this 
system. 

(D) Another action art work display unit; 
note the cut-out sections in the side panels. 
Many stores now feature backless windows 
and this type unit will not obstruct much 
vision into the store interior. 


i vdle 


read any 


use of 


Smith Wins $100 Bond 
As Reynolds Sets Record 


Victor Smith, publicity director, Younkers, 
Des Moines, lowa, won a $100 Savings Bond 
for making the closest guess estimating the 
time it would take Milton Reynolds to set a 
new commercial around the world flight rec 
ord. 

It took Mr. Reynolds 51 hours, 19 
utes, and 22 Mr. Smith 
51 hours and 29 minutes, and was only 19 
minutes and 22 from the actual 
record. The old record was 60 hours 54 min 
utes set by two Japanese journalists in 1959. 

The contest was sponsored by the Reynolds 
Printasign Co. of Pacoima, Calif., of which 
Milton Reynolds is Chairman of the Board. 
The contest was run in New York City at 


Hiili- 


seconds. guessed 


seconds 


the recent National Retail Merchants Asso- | 


ciation Convention which ran concurrently 
with the Reynolds trip, which started and 
ended in San Francisco. 

It will be recalled that, as President of the 
Reynolds Pen Co., Mr. Reynolds set and still 
holds the private plane record of some 78 
hours around the world, a record which he 
set with his pilot, Bill Odom, in 1948. 
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—Jim L. Rogers, display director, Cobbs, 

Lubbock, Texas, says to his youngest 

son, “I'm glad Santa Claus forgot the 
bullets to these hyar things.’’— 


—Display Director D. A. Warden (left) 
and staff electrician Stan Williams of 
John W. Stamp Pty. Ltd., Carlton, Vic- 
toria, Australia, discusses lighting ar- 
rangements from a scale model for a 
future exhibition stand.— 


Frank Dodson, known to display veterans 
for his top work as a cardwriter and dis- 
playman in Wichita, Kan., Minneapolis and 
California, stopped by Grove Displays, 
Wichita, recently when this candid was 
taken . . . He now operates his own sign 


—Emile Alline, (right) display 
director for Maison Blanche, New 
Piet Orleans, discusses plans for the 

shop just a few doors away ... He is 8 iY emia New Orleans Mardi Gras Rex 
still active in barber shop quartette sing- ae “a 2 ; Parade with Blaine Kern, who 
ing with the reputation of ‘the best makes an European trip each 
blending bass in the country. '— year to buy floats for the car- 
nival . . . This year Mr. Alline 
will accompany him during March 
and April ... In the background 
is one of the floats that was used 


in the 1960 Mardi Gras Parade.— 


—New officers of the Baltimore Display Guild 

posed after the installation of new officers at 

the January meeting . . . From left to right, 

they are: Philip Wasson, Stebbins Anderson Co., —Two Texans attending Spring Market Week at New York 
publicity; Joseph Rocker, Read Drug Co., treas- last December are shown flanking W. L. Stensgaard of W. L. 
urer; Frank Malehorn, American Fixture Co.. Stensgaord and Associates, at the Chicago firm's exhibit .. . 
president; Russ Graves, Raleigh Haberdasher, At left is Wendell Potter, display director of Joske's, San 
Washington, D. C., vice-president, and Robert Antonio, and at right is Al Pierotti, display director of 
Witt, Oppenheim Collins, secretary.— Titche Goettinger's, Dallas.— 
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Photographs for this 
page are always wel- 
come, the more _ infor- 
mal the better. Address 
them to Editor, DISPLAY 
WORLD, Cincinnati }. 











“PICTURE-FRAME” 


CARDHOLDERS 


+ Embellish your merchandise 


+ Stimulate self-selection -+ Speed turnover! 


Darling’s smart new selection of brushed-chrome, “‘picture-frame”’ 
cardholders reflects the prestige of your store—the quality of your 
merchandise. Designed by leading merchandising authorities for 
maximum visibility .. . smooth store traffic and fast, easy 
self-service sales. Mitered frames...slotted tops...a variety 
CP4E of bases, sizes and styles. Send coupon for new catalog. 
Extensible 











L. A. DARLING COMPANY 
Dept. 304, Bronson, Michigan 


Rush free copy of new “Picture-Frame" Cardholder 
Catalog No. 470. 


Name 
Address 
Company 
City 


Your one complete source for everything in merchandising and display equipment 


L.A. DARLING COMPANY 
Bronson, Michigan 


NEW YORK CHICAGO LOS ANGELES 
47 W. Sth St. 222 W. Adams St. 1818 S. Flower St. 
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on off-the-floor platforms display the bolts 
of material both horizontally and vertically. 
Aisles are spacious to allow material to be 
extended without crowding. This spacious- 
ness also encourages browsing by customers 
who are not inclined to feel isolated in rows 
upon rows of fabrics as in many stores. Here 
none of the fabrics are displayed above 
shoulder level, and most even lower. 

Around the perimeter of the fabric depart- 
ment are platforms containing mannequins 
in garments made from featured materials. 
\lso fabrics are draped from brass ring 
stands along wall ledges. In the notions de- 
partment similar draped arrangements are 
placed on ledges beneath cornices jutting 
out from the wall. These achieve the effect 
of niches without breaking the wall surfaces. 

Notion counters are tiered to easily show 
variety and for ease of selection. Drawers 
underneath make it easy to keep stock re- 
plenished without requiring clerks to leave 
the selling floor. 

Lighting by necessity 1s a combination of 
fluorescent inset ceiling fixtures and burn- 
ished brass chandeliers providing both direct 
and indirect incandescent light. 

The impression one gets from visiting this 
department is that there is no attempt 
through display or decor to play-down to the 

j customer who chooses to make her own 

garments—no homespun murals or reminders 

New Fa bric De Da rt } ent of spinning wheel days. It says in true Mar- 
shall Field manner, “It’s fashionable to make 

one’s own clothing. It's fashionable to shop 


At Marshall Field ae 


_—At top is a view of the fabric shop with bolts 


, ; : of material displayed vertically on low platforms 
Ladies can choose from more than 10,000 bolts of material in . ind r— 
and other bolts stacked horizontal on adjustable 
comfortable, spacious surroundings — and buy the sewing acces- racks . . . Below is a view of the sewing notions 
department adjacent to the fabrics . . . Notice 
sories with which to complete their garments — in the remodeled the self-selection tiered fixtures with space for 


stock replacements in drawers underneath 


second floor fabric-sewing center of the Chicago store .. . 


Cornices along the walls attract attention to 


It says, ‘It's fashionable to sew it yourself.’ pieces of fabric draped through brass rings.— 


ee 

Hil recently remodeled tabru shop SCc\U i 
ing center on the second floor of Mat 
be a ld, ( hive avo, Is a st wer s dream 
Phe section has just been ex 
panded into the most complete home sewing 
center maemable, where the customer can 
md anvthing she needs, trom a thimble to 

SCWHhOY achine 

Hlere he can Choose hes labric trom Wire 
than 10.000 bolts ot materral that have been 


pathered trom 22 countri Whether the 


41 
if 
customer is hunting (hhinma-silk trom 


lapan or authentic tartans trom Scotland, 
she will find it here 

fhe newly redecorated section now has a 
permanent stage tor kabric Fashion Show 
ings. When the stage 1s not in use, the en- 
tire area is easily converted into a selling 
area. Last fall kar astern tashions were 
featured in one showing. It presented ex 
amples of authentic dress of India, Siam, 
(China, Japan and Hawan, and the American 
adaptations ot these colortul costumes, all 
specially made trom tabrics available to the 
customer 

In the section devoted to fabrics versatile 
hxturing is the byword. Adjustable shelves 
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sparkers /vacations 


Are you one of the many crea- 
tive display designers that has 
discovered versatile, economical 
Upson Display Boards...'%."” Easy 
Curve, *%.,” and Y¥,” Upson and *,’ 
Upson Striated Panels, all in 
conventional sizes...also *,” for 
interior and exterior use, sizes 
up to 8’ x 20’? We sure hope so! 
THE UPSON COMPANY e 530 UPSON POINT ¢ LOCKPORT, NEW YORK 


1960 


Display Board 











NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








E’RE MOVING: 
March 31. We will go into 
Hotel 


hho kes rom (ouT 


larget 
lartet . thie (,overnor! 
ryt Is JUST a TOW 
physical size and lay 
will be ideal tor 


and tor tu 


Catiol Lhe 
new quarters 
committee meetings 

on ot As 

Hotel 


and /tn 


sociation activities 
(,overnor Clinton 
Y ork 


will bye 


\venue, New 


lelephone numbers 
Pennsvivania 606-3400 (ex 
records TO 


CaSC ( anve youl 


address and. when vou are 1n 


York, come see us 7.t our new 


— NADI — 
June Market Week: Fo: 


ut roses, as thev say 
Now we 


Broadway 


lune, “everything 


in the mus! 
theatre 


hit glows when he 


know how a 


f advance reservations in the 
MO rnwuny 

NADI othice we 
ur own this past month, so things are rosy 
ind glowing. For our June event, we re 
first month 


“exhibitors-to-be.” 


()ver at the hada surge ot 


applications during the 


} 


ceived 
Irom | ord-breaking &2 
\t is rate, we should top the high mark ot 
120 exhibitors set in 1958 
New York 


hibition 


Wi will by 


demands tort 


That was our last 
appearance for a Christmas ex 


occupying two show sites to 


huge exhibit and 
lings We get both 
New Yorker on the elegant 
and at the Trade Show Building on the 
modern second floor. Topping this 
off, will be exhibits on four additional floors 
at th Building. The net result 
for you will be a and 

that successtul 
for merchandising-minded merchants. 


meet spaces 


high ee features at the 
Hotel 
Hoot 


spacious, 


SECC nad 


lrace Show 
select 
1960 


chance to see 
displays will lead to a 
lhe big item, however, in this announce 
ment, is news of our grand prize. It will be 
a Renault-Dauphine, “Le Car Hot,” it’s 
called in the advertisements. Santa will use 
it before and during the Market Week. At 
the Week's close, we will draw to produce a 
winner tor the car. 
\s befits Santa, the Renault will be Christ- 
red, Santa 
vanted a sliding root top for easy entry and 
him one. The Renault will 
heater 


mas with white-walled tires. 
exit—so we got 
radio and It's a peach 


popular and practical, and perfect 


evel have a 


a Caf, 


40 


During the Winter 
Olympics at Squaw Valley, it was designated 


1 


the othe ial Cal for 


lor any type of driving 
the events 


| 


and his will be the tocal 
House’ theme of the 
(hristmastime motifs and 
There will be 
comtortable 


Renault 
“Holiday 


home” 


Sanita 
point ot the 
show. “At 
hospitality wall prevaiul. 
hearths, 


mall 
divans and 
tables tor exhibit floor. 
( otfee and cookies and cokes will be served 
Wi cven have 


tles and 
relaxing on each 
a motto in mind tor each fire 
place hospitality area: 

“The beauty of the house is order: 
The blessing of the 
tentment : 


house is Cot 
[he glory ot the house is hospitality ; 
The crown of the house 1s godliness.” 

We hope that our “Holiday House” 
have all ot these attributes. 


will 
Plan to spend a 
Dates are June 18-22. 
Remember, we open on a Saturday this time 
and close ona Wednesday. 


— NADI — 


Fashion Presentation Advisory Committee: 
This Committee was formed recently by our 
president, Earl Gasthoff. Appointed were: 
Borgos, chairman, of Schliemann- 
Borgos; Walter Spaeth of Spaeth Displays, 
and Gordon Keith of Keith Originals. 


day with us in June. 


Jerome 


will be_ to 
found and toster greater liaison between the 
display industry and its “market,” namely, 
retailers and ready-to-wear manufacturers. 

The 


aTeas: 


The committee’s objectives 


committee s work should be in two 


(1) For the apparel and accessories pro 
ducers, liaison and publicity would provide 
new concepts tor showing merchandise prop- 
erly and effectively. “Display-mindedness,” 
it instilled in the first stage of the market- 
ing process, would later inspire and motivate 
the retailers making up the manufacturer's 
“market.” 

(2) For display houses, such liaison would 
provide greater understanding of apparel 
markets and awareness of coming fashion 
trends. Thereby, we could be more “fashion- 
minded” in our industry. This would lead 
to display designs better fitted to the speci- 
heations and features of fashions in pro- 
duction. 

For the display user, namely, the retailer 
and his promotion and fashion staffs, the net 
gain would be better fashion presentation 
from ideas to materials, all better keyed and 


suited to pace the ready-to-wear flow from 
apparel producers to retail stores. 

The committee will meet during the month 
ot March to develop ways and means for 
attaining Announcements of 
its program and work will appear in future 
newsletters. 

(One 


its object iVeSs. 


which the Committee could 
do much good is in fashion presentation on 
TV. This week, the much heralded “Paris 
a la Mode” fashion was featured. A 
check of reports on the show in the press 
indicated disappointment with the program 
as it appeared in black and white. In color 
the show made a strong impact. I thought 
that it was beautifully done and would do 
wonders for fashion However, I felt 
that the background displays could have 
been better to complement the gowns shown 
Mood and atmosphere was lacking tor appeal 
to the lay audience of millions. Women’s 
Wear’s Jessica Bradt made this incisive com- 
ment: “TV people think anybody can be a 
fashion expert. They haven't yet learned 
that to be successful, TV fashion needs the 
services of the most talented visual fashion 
people available.’ Our committee stands 
ready to aid both fashion and TV in solving 
presentation problems. 


— NADI — 

Directory of Shopping Centers: This di- 
rectory, published at $25.00 by the National 
Research Bureau at 415 N. Dearborn, Chi- 
cago, 10, Ill., came to our attention recently. 
The volume can be used to provide market 
information about shopping centers in the 
United States and Canada and would pro- 
vide a good direct mail list. Contained are 
names of key personnel for the centers, 
there are 2,830, and names of the tenant 
stores. There are over 21,000 stores at the 
centers. To our knowledge, it is the only 
standard reference guide in the shopping 
center field. We cite it here to assist pro- 
ducers and vendors in our industry who use 
direct mail to sell their products. 


— NADI — 

New Members: Fusek’s, 913 Valencia 
Street, Los Angeles 15. They manufacture 
sacred images, nativity figurines and church 
shrines. 

J. A. Wilson Lighting & Display, Inc., 
(Wing’s Success Display Division), 1502 In- 
dustrial Drive, Erie, Pa. They manufacture 


lighting products such as lumino ceilings and 


area in 


show 


sales. 


[Please turn to page 63] 


DISPLAY WORLD 





APRIL, 


For Displays, Promotions, Exhibits . . . 


NEW DU PONT CRONAPAQUE* PRINT FILM 


A PRODUCT SO VERSATILE, SO UNIQUE 
ONLY IMAGINATION LIMITS ITS USE! 


Now, from the research laboratories of Du Pont, comes 
a brand new medium for making photographic prints— 
CRONAPAQUE. This unique film utilizes a high- 
speed, variable contrast emulsion on rugged CRONAR’ 
polyester film base. The result: a semi-opaque print film 
combining high resolution and excellent reproduction 
characteristics with outstanding dimensional stability 
and toughness. 


For DISPLAYS. 





CRONAPAQUE is perfectly suited 
for commercial and industrial promotions, store 
window displays, or interior decoration. For twice 
the impact, use it two ways: with the back of the 
print colored, you'll have a black-and-white photo under 


reflected light and a beautiful color transparency 


when the light source is transmitted from behind. 


For Exuisits. The high resolution and fine reproduction 





qualities of the emulsion. reflectivity of the surface. and 
translucency of the base adapt CRONAPAQUE won- 
derfully for charts. placards and exhibits of all kinds. 

For Artistic RENDERINGS. CRONAPAQUE is ideal 


for this work because its emulsion surface readily accepts 





inks, paints, and all standard retouching materials. 


Available in both sheet and roll form, this versatile new 
product opens up new display and promotional possi- 
bilities. For more information and a processed sample 
of CRONAPAQUE, write E. I. du Pont de Nemours 
and Co. (Inc.), Photo Products Department, N-2430-A 
Nemours, Wilmington 98, Delaware. In Canada: Du Pont 


of Canada Ltd.. Toronto. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


This advertisement was prepared exclusively by Phototypography. 


1960 


* Du Pont's trademark for its polyester photographic print film. 





4 
J a ® 


Ty for 107 in. Seamless 
if background paper 





LIST PRICE 
$34.95 cer set 


EACH SET CONSISTS OF 
2—3 Piece Poles and 7 Fittings 
|— Cross Bar 110 inches long 











BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line" 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


FASHION-RITE 
4 8 COLORS 


Available in 


Write for 
Free Color Card 


he by 
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40 Million a Month 
See Terminal Displays 


Lobbies of airports, bus and railroad stations are being utilized 


by Chrysler Corporation to bring their autos to the attention 


of travelers and commuters 


Hk 19600 Plymouth, De Soto, and Val 

lant cars are getting extra visibility 

among travelers and commuters through 
special car displays in 41 high-trafhe loca- 
tions in airports, bus and railroad stations 
in major markets. 

\verage monthly traffic through the facili 
ties housing the displays exceeds 40 million 
While Plymouth and De Soto have 
displayed cars in airports and stations tor 
the past several years, the 1960 program tor 
all three lines is the most extensive the firm 
has ever undertaken, according to W. O. 
Hill, Manager of Shows and Exhibits for the 
Plymouth-DeSoto-\Vahant Division, Chrysler 
(orporation 


pet Sons 


“We find that this tvpe ol display fits very 
well in our over-all promotional program,” 
Mr. Hull said 


every 30 days and we show the same car that 


“These cars are changed 


iS in our current magazine advertising. If in 
our ads we have a red convertible, the same 
model will be in our display. We also have 
a tic-in with a national clothing manufactut 
er, and they dress a mannequin each month 
and the dress or suit is compatable with the 
In key locations we 
have a telephone set up. The traveler picks 


car model and color 


up the phone and Pete Hanson, the an- 


nouncer on the Steve Allen Plymouth Show, 


talks to the traveler about the particular car 
he is looking at. This program is very suc- 


cesstul and we are still buying choice loca- 
tions as they become available.” 

The display shown is at Detroit Metro- 
politan Airport and teatures the 1960 Valiant 
on a turntable centered beneath a dome- 
shaped ceiling that concentrates indirect 
light on the car. Name of the auto 1s 
spelled-out across the three openings letter- 
by-letter on suspended “hat boxes.” Greenery 
in pots dispersed around the perimeter ot the 
base adds a fresh atmosphere. Note the 
telephone at three locations around the see- 
through railing. 


Seybold Joins 
Berger's, Peoria, Ill. 

R. W. Seybold will head display tor the 
P. A. Bergner Co., Peoria, Ill. Formerly with 
Salm’s Evansville, Indiana, he was in charge 
of display and store planning for their five 
stores in Indiana and Kentucky. 

Mr. Seybold designed and fixtured two new 
stores for Salm’s and a men’s store for the 
North Park Corp. in Evansville. 

He has been in display for 27 years and 
attended art school in California. He 1s 
married and has two sons, the eldest attend- 
ing Indiana University and the younger son 
to enter in 196]. 

His new duties will 
Spring. 


begin early this 
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can t sell 
{ they can’t see you 


Your display is only as effective as the lighting behind it. Let Lustra put new light in your window— 
on your merchandise. Versatile Lustra Colorbeams, Spotlites and Floodlites will dramatize your 
best efforts—lead to the greater sales you want from your best lighting innovations. When your 


Lustra representative calls, discuss with him how to put Lustra’s best—and your best—together 
for new provocative lighting achievements. Lustra Colorbeams— - ©. | 
. . ’ . . + | | 
Lustra Spotlites—Lustra Floodlites are the exclusive products of... <=> | 
LUSTRA CORPORATION OF AMERICA «+ 32-33 47th AVE., LONG ISLAND CITY, N.Y. * AMERICA’S DATED LIGHTING | t.124 
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—Auto accessories is either one of the most difficult types of merchandise ARCH| nic 
to display effectively or else displaymen simply don't attempt to put out NT BEAT 
their best efforts in this department . . . John J. Feyas, display director, 

Sears Roebuck and Co.. West Palm Beach, Fila., shows here that it is ) — 

possible to sell even auto mufflers by means of dramatic display .. . What a 

could tell the story more plainly than the display headlined, "Stop Search- Le 

ing! You Can't Beat Allstate Mufflers.” on este wearing gas masks a MUFFLERS 
poke their heads out of the auto emerging in three-dimension from the hi . 


background.—This display won the Silver Medal in the 1959 International 
Display Contest in the auto accessories category.— 


H — 
D | S » L aol There 


—Drug stores in general do not often attempt 
anything out of the usual in their displays, but 
occasionally one goes a little beyond the straight 
merchandising window such as this display by 
freelancer Peter M. Casamento for Terry Drug 
Co., Verona, N. J... . This display pictures the 
typical drug store of the early I9th century 
with the pharmacist waiting on a customer in the 
background . . . The foreground contains the 
traditional blown glass globes, porcelain and 
glass mortars and decorated containers for herbs 
and medicines.— 








—Simmons new quilted Beautyrest mattress was displayed effectively 
in the Simmons window booth at the Chicago Merchandise Mart re- 
cently . . . The mattress and a lovely model were suspended in the 
center amidst colorful spring artificial flowers and foliages . . . Two 
plaster cupids stood at each side in the background . . . Sign was 
painted white on the black background . . . This idea could be easily 
adapted by retailers, who could substitute a mannequin or photo 
blowup for the model.— 


—This display of women's beachwear is an outstanding example 
of what can be done effectively by a small store at low cost... 
But more impressive is the fact that this display was created and 
installed by a young man of 24 with only two year's experience 

He is Pat Padula, advertising and display manager for The 
Rappold Co., Warren, Ohio . . . he is majoring in advertising at 
the business school of Youngstown University simultaneously . . 
The opinion can be drawn that sometimes latent talent can be of 
more value to the profession than years of experience.— 
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Other Typical Installations: § The First Name In SUN CONTROL 


Avon Cosmetics 


Bullock’s 


Colonial Dames, Ine. “ 7 
Douglas Aviation 

Inglewood (Cal.) City Hall 

Lane Bryant (SINCE 1950) 


Matthews Stores 


Jerry Rothschild REDUCES HEAT and GLARE—CONTROLS FADE 


Royal McBee 


Safeway Stores 3 REASONS for Specitying PLASTIC GLASS TINT 


Timely Stores (Mullen-Bluett) 
Vogue Shoes 1. REDUCES HEAT 2. REDUCES GLARE 3. CONTROLS FADE 
, ) Plastic Glass Tint creates a With Plastic Glass Tint the 
more comfortable atmos- Plastic Glass Tint is availa- sun's ultra violet rays are 
In use by over a phere in which to work by ble in either completely absorbed. While protect- 
filtering out the sun's infra- ing merchandise and fur- 


red rays. This Miracle of transparent or special nishings against fading, it 
HALF-MILLION the Plastic Industry pro- Frost colors, both types also tends to give added 
vides employees and cus- 


idi : d .. distinction. Cuts fading 
Stores, Offices and Factories tomers greater comfort teigaemanen. 4 tear sabi losses; lengthens ‘‘display 


and increases efficiency of ing conditions in factories, cycle’ and life of interior 


CONTROL THE SUN with cooling system. offices or stores fabrics and carpeting 


Write name of supplier near you. 


V2) , é y 4 Y, if 7. c (A few franchised territories still open) 
GP SSS SSSSSSSSS SSS SSSSSSSSSSG888888086 
ACORN ADVERTISERS, INC. 
1123 W. Century Bivd., Los Angeles 44, Calif 
NOT TO PEEL, 


asec CRACK, 
ui CHIP OR CRAZE 


ACORN ADVERTISERS, INC. 


1123 WEST CENTURY BLVD. LOS ANGELES 44, CALIF. 


he Al 3 heat 


control = BZ control - 


We want to know how to ‘'Control the Sun with 
Plastic Glass Tint'’ 


Atten.: 
Address 


City : State 


eae ee = ee ee ee ee ee ee ee ee oe ee ee ee ee ee oe oe oe oe el 
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—A winter garden room with an Oriental flavor was pre- 
sented by Greeff Fabrics at the 1959 National Homefurnish- 
ings Show .. . Featuring fabrics in fall designs, the unique 
octagonal room setting made effective use of panels of a 
linen sheer with an exquisite hand-printed Chinese design of 
pheasant and quail, Roman shades of another exotic Oriental 
hand-print on calendered cotton and three-tier floor cushions 
covered ina rich silk ombre stripe in luscious tones of flamingo 
pink, fuschia and orange . . . The exhibit, whose dramatic 
color scheme combines pink, red and orange with accents 
of Mediterranean blue, was designed by James C. Morse.— 


—Toy soldiers set the decorating theme 
in this portion of a boy's bedroom seen 


—Contemporary Eskimo at the Armstrong Cork Company ex- 
sculpture was displayed in hibit at the National Home Furnishings 
an appropriate setting of Show . . . Futuresq Vinyl Corlon floor- 
stacked blocks of Styro- ing was demonstrated in this setting . . . 
foam foam plastic at an Background was lighted by bulb hidden 


exhibit arranged by Har- behind half of toy drum attached to 
rison and Abramovitz at wall.— 


New York City . . . The 
art objects were placed 
atop finished wooden 
blocks of various heights 
... Such arrangements as 
this created an_ ideal 
background for the rather 
dark sculpture.— 


—Designed by the famous English exhibit creator W. M. de Majo was this 
exhibit for Transparent Paper Ltd at the Packaging Exhibition of 1959 in 
London . . . Covering an area of over 2,000 square feet, it rose to a 
height of 21 feet .. . Featured in a 29-feet long mahogany and sycamore 
showcase on the ground floor was the commissioned work of six lead- 
ing international designers of packaging . . . Large flag panels from first 
floor level to the full height represented the participating designers’ 
countries . . . The narrow end fascias displayed an abstract pattern of 
blue, red and black panels, linked up with the decorative cover design 
of the company's exhibition catalogue . . . Two staircases led to the top 
floor with its private balcony office and general office and display room, 
complete with espresso bar. This exhibit won the Gold Medal in the 1959 
International Display Contest in the exhibit category.— 
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"NEED SLACKS APPEAL” 


GET 


Write for the 1960 
‘'Sel-o-Rak Girl’ Calendar 


wating SW) Zagen 


Sel-O-Rak increased slack sales for 
Bond’s, Howard’s, Jordan Marsh, 
Broadstreet’s, National Shirt, Sak’s, 
Wallach’s, Schwobilt and thousands 
of other top stores. 


Sel-O-Rak can do the same for you! 
Our 30 day Free Trial offer 


will prove it! 




















as - 


oy aaa 


SEL-O-RAK CORP. * 3582 N.W. 52nd STREET + MIAMI, FLA. + SEE YOUR JOBBER OR WRITE DIRECT 
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IT’S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 
16 West 77tt TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 

basis. authentic period eutfits 
anniversary, special events, spring or 
information. Recommended 


Street 


Can furnish n renta 
to high gnt your 
fall promotion. Ask for 


Dy N be D & A 





Arts & Flowers Displays, Inc. 
{Air Conditioned) 
43 West 56th St. 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626| 
Outstanding Display Novelties in Paper, Wood 
and other materials Facilities for special 
promotions for department and chain stores. 


Cl 7-7610-11-12 





interesting imports from Europe and the Orient 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 


NEW STYLE STUDIO 
58 East Ilith Street GR 5-3777 
HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 





Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS' — 
PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 





RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
MANNEQUINS 
and Promotional Displays 
991 Sixth Ave. CHickering 4-7165 


Royal Tinsel, Inc. 
42 Greene St. WO 6-5733 
MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 


Send for Free Color Card 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 








Brunn & Bertheim 
1200 Broadway MU 4.0923 


EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt 


The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Madisonia Manikins, Inc. 
New York — 152 W. 25th St.— CHelsea 3-1550 
Chicago — 1/1! S. Desplaines— DEarborn 2-6818 


MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 


Manufacturers of Finest Quality 


MANNEQUINS 











CHEE pispiay co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 


Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


Louis S. Morgen 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


50 West 22nd St. OR 5-1280 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





COVERED WAGON MOVERS 


Special Handling — Uncrated Displays 
Round the Clock Service 


168 Bleecker Street AL 5-1788 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 








Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 
MYSTIC-LITE CORP. 
230 Fifth Avenue MU 3-5688 
Imported Italian Decorator Lights 
Recirculating Fountains 


Illuminated Plastic Flowers 











BEN WALTERS, INC. 
156 Seventh Avenue AL 5-1500 


Chain Store and Custom Displays 
DIP IT — DRAPE IT — SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 

PENDANTS — SNOFOME 


D. G. Williams, Inc. 


498 Seventh Ave. LA 4-4069 
MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 


$@_DISPLaYs 
Your Budget is Our Business 


434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 











SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 





DISPLAY WORLD 





ALL EYES 


NEW YORK 


When it comes to planning your store 
display programs, you can turn to New 
York for inspiration and for the resources 
that can furnish the newest and best in 
props and accessories for the dominating 
displays your store will surely want to 
make it the traffic-stopper you want 


it to be. 


IT’S ALWAYS MARKET WEEK IN NEW YORK 





ENTER NOW! 


f 6 O DISPLAY |) 
WORK 


5 
AWARD 
POR 
DISPLAY 
NEWRYININ 


International PEE 


DISPLAY CONTEST 


DISPLAY WORLD's big contest for 1960 is now underway. Decide now to take 
part. There are 65 merchandise and service classifications, and every dis- 
playman is eligible for the plaques and medal awards. This Twelfth International 
Display Contest — with 210 awards — will continue to prove an incentive to still 
better display throughout the world and to reward outstanding displaymen with 
tangible evidence of their ability. It is our belief that this recognition of meritorious 
work will benefit the entire profession, and we view it as one of our obligations to the 
field we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 





display entered in the contest during that month. Thus there will be a total of 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 








. Any displayman in the world may enter this con- 
test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 

. All entries must be of displays installed during 
the year 1960, except those 1959 displays received 
after the December 31, 1959, deadline. 

. Entry is by means of one or more unmounted 
black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 

- Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: ‘John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.’ 
. All entries become the property of DISPLAY 
WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries 
receivei during a given month will be judged for 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1960. Entries received after this 
date will be entered automatically in the 1961 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly ‘Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


- In case of a tie, duplicate awards will be made. 








Mail Your Entries to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 





CLASSIFICATIONS 


Women's Dresses 


. Women's Blouses, Sweat- 


ers, Sportswear 


. Women's Coats, Suits 


Furs 

Bridal Displays 
Millinery 

Lingerie 

Foundation Garments 


. Women's Shoes 
. Women's Hosiery 


Bags, Gloves, Accessories 


. Cosmetics, Perfumes 
. Women's Bathing Suits, 


Beach Wear 
Women's Evening Wear 
Mother's Day Displays 


Children's and Infants’ 


Wear 


. Teenage Apparel 


Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Robes, Pajamas, 
Underwear 

Men's Evening Wear 
Men's Sportswear, Bath- 
ing Suits 


. Father's Day Displays 
. Yard Goods, Curtains, 


Draperies 

Notions 

Linens, Bedding 
Furniture 

House Furnishings, Rugs 
Paints, Wallpaper 


. Jewelry, Watches 
. China, Glassware, Silver- 


ware 


. Toys 


Luggage 


. Sporting Goods 


Musical Instruments, 
Phonographs, Records 
Radios, Television Sets 


. Office Equipment, Sup- 


plies 

Books, Greeting Cards, 
Stationery 

Drugs 


. Groceries 


. Candy, Nuts 


Liquor, Bottled Goods 
Hardware, Garden Sup- 
plies 


. Auto Showrooms 


Major Appliances 

Minor Appliances 
Utility Service 

Bank, Savings Institution 
Photographic Equipment 


. Travel Displays 


Exhibit Booths 
Floats 
Spring-Easter Promotions 


. Style Show Settings 
. Civic, Institutional 
. Thanksgiving, Independ- 


ence Day Displays 
Special Event Promotions 


. Christmas Institutional 

. Christmas Merchandise 
. Christmas Interior 

. Christmas Exterior 


National Advertiser's 
Display Units 


. Miscellaneous 





DISPLAY WORLD 








Sargent-Gerke Promotes 
Schankerman To Sales Manager 

The Sargent-Gerke Company, Indianapolis, 
well known manufacturer of “Display Fin- 
ish,” has announced the appointment of Abe 
Schankerman to the position of Sales Man- 
ager, Aerosol Division. 

Mr. Schankerman has represented Sar- 
gent-Gerke Aerosol products for four years 
as manufacturers’ representative. Mr. Schan- 


Se Nae RE ie 
cae as. 


— Abe Schankerman — 


kerman is tamiliar to distributors and deal- 
ers in Kentucky, Indiana, Illinois, Missouri, 
Michigan and Wisconsin. He is a 1953 grad- 
uate of Butler University, College of Edu- 
cation, Indianapolis. 

In his new position, Mr. Schankerman 1s 
responsible for national distribution of Sar- 
gent-Gerke’s Aersol products and manage- 
ment of the Division’s sales representation. 

Sargent-Gerke’s wide line of Aerosol prod- 
ucts include, in addition to “Display Finish,” 
“Florist Spray,” “Realcoat,’ “Fast Spray,’ 
and other leading products in the field. 


Popai Appoints Dortorow 
Director Of Marketing 


At the February meeting of the Board ot 
Directors of the Point-of-Purchase Adver- 
tising Institute, William W. Mee, executive 
director, announced plans for the immediate 
expansion of activities presently sponsored 
by the Institute. To aid in this expansion 
program, it was announced that Jarvis 
Doctorow has been appointed Director of 
Marketing. 

It was pointed out that the association was 
expanding its services in major interest 
areas such as industry practices, research 
studies, retailer education and substantially 
increasing its overall promotional activities. 

“Mr. Dortorow, a graduate of the Harvard 
Graduate School of Business Administration 
and Oxford University (England), brings to 
this newly established post an extremely 
rich background in marketing, media, pro- 
motion and research,” said Mr. Mee. 

Before joining the association, Mr. Doc- 
torow was the General Sales Manager of 
Windsor Plastics, Inc.; Sales Promotion 
Supervisor of Willys Motors Inc. and Divi- 
sional Merchandising Manager of Wallys- 
Overland Export Corporation; Program Di- 
rector of the North American Service of the 
Radio Diffusion Francais—Paris: Station 
Manager for the Seventh Army Mobile 
Radio. Mr. Doctorow also produced the 
film used in the first international closed 
circuit TV broadcast which introduced the 
1955 Willys line. 


APRIL, 1960 


Cassidy Joins Helen Caro 
As Display Director 

Helen Caro, Philadelphia, has announced 
the appointment of William J. Cassidy as 
display director. Mr. Cassidy was formerly 


with the Blum Store, Philadelphia in the | 
same capacity. The appointment was made | 


in anticipation of the opening of a new 
Helen Caro store in the Cheltenham Shop- 


ping Center, Cheltenham, Pa., in August of | 
1960. This will mark the opening of the third | 


Helen Caro store in the Philadelphia area. 


The first, at 78 S. 69th street, Upper Darby, | 


Pa., opened in 1945. The second is located 
in Suburban Square, Ardmore, Pa., and 
pened in August, 1958. 


COMING UP! 
National Arts and Crafts Week 
Cancer Control Month 
Teaching Career Month 
Ladder Month 
National Automobile Month 
National Hobby Month 
Clean Up-Paint Up-Fix Up Community 
Development Program. . 
Let’s All Play Ball Week 
Coffee Day... 
National Sunday School Week 
Pan American Day 
*Easter Sunday 
Pan American Week 
National Garden Week 
National YWCA Week 
Hardware Week 
National Baby Week 
*“May Day ‘3 
American Camp Week 
Christian Home Week 
Correct Posture Week 
Law Day U.S. A. 
Mental Health Week 
National Family Week .... 
National Invest in America Week 
National Music Week 
National Radio Month 
American Bicycle Month 
National Foot Health Month 
National Home Improvement 
Month 
National Ornamental Iron Month 
*Kentucky Derby 
Mother’s Day. 
Give a Hobby Kit Month 
National Girls Club Week 
National Hospital Week 
International Red Cross Day 
Let’s Go Fishing Week May 14-21 
Luggage and Leather Goods Week May 14-21 
National Slacks Week May 15-21 
National Cotton Week May 16-21 
*Armed Forces Day May 21 
National Salvation Army Week May 22-29 
“Memorial Day... May 30 
(DISPLAY WORLD will be glad to fur- 
nish the name and address of any spon- 
sors of the above-mentioned events. Many 
of them make available free posters or other 
display material as well as ideas for dis- 
plays tying in with the occasion. Simply 


April 1-30 
April 1-30 
April 1-30 
April 1-30 


April 11 


April 17-23 
April 17-23 


May 1 
May 1-8 
May 1-8 
May 1-7 

May 1 
May 1-7 
May 1-8 
May 1-7 


..May 1-31 
May 1-31 


May 1-31 
May 1-31 


address your request to the Editor, DIS- 


PLAY WORLD, Cincinnati 1. 


“These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 


April 1-7 | 





April 1-30 | 


April-May | 
April 9-16 | 


April 11-17 | 
.. April 14 | 
April 17 | 


April 24-30 | 
April 28-May 7 | 
April 30-May 7 | 











May 1-8 


May 6 | 

May 8 | 

May 8-June 19 | 
May 8-14 | 
May 8-14 | 
May 8 
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DEPENDABLE 


Motion 


McMahan 
ROTATING UNITS 
Don’t Break Down 


@ BRUSH & SLIP 
RING CONTACT 

@ HEAVY THRUST 
BALL BEARINGS 

@ HEAVY DUTY 
CONSTRUCTION 


Because 


STRONG, SILENT 

Now you can employ the multiple 
attention values of motion in — 
displays without fear of fouling, 
howling or malfunction. This new 
McMahan Motion Unit is a smooth 
working precision machine with de- 
pendability and permanence built 
in. You'll find the same depend- 
ability in McMahan turntables. If 
“revolver” service has made you 
nervous—move to McMahan motion 
and relax. 





(Continued from page 10) 


Supply much of the display needs of Texas 

retailers, although a large volume is done by 
national firms through manufacturers’ repre- 
sentatives and jobbers traveling over the state. 

A large amount of spun fiber glass is supplied 
nationally by Reliable Battery Co. of San Antonio. 
Ulrich Bros. of Corpus Christi makes excellent 
turntables. 


Saving of space with attention focused to 
the men’s attire is featured inthis display. 


WING SETTING "“D"*— MEN 


As for the quality of display being accomplished 
in Texas, we think that the following pages 
containing a cross-section of the best work of 
recent months will speak for themselves. We were 
certainly impressed with the cooperation received 
from displaymen over the state. We hope that our 
Salute to Texas will be worthy of their efforts. 


Absolutely nothing looks so dismal and is so 
customer-repelling in a downtown area than a row of 
empty windows—especially so if it is a corner 
location. Along this same line, many non-retailing 
firms are moving into locations formerly occupied 
by stores and are reluctant to maintain window 
displays. If this may be the case in your neighbor- 
hood, drop into see the new owner and explain that 
display can be of value directly or indirectly 
tohim. Volunteer to help him with his display 
program to get him started. If you don't, you may 
be faced with the situation in some cities where 
these windows have been blacked-out with paint or 
replaced by permanent remodeling. 


One of our readers in England has a problem 
that might be common to other retailers here. 
It seems that the store has incorporated modern 
open-selection fixtures, but, through the position 
of the shop, is faced with terrific losses of 
merchandise soiled by dust. What's the answer? 


A new feature is being introduced this month 
entitled "and we quote..." It will contain any 
comments from other publications, speeches, reports, 
etc., that we believe of interest to our readers. 

We hope that this new feature will provide you with 
food for thought on various subjects related 
in some way to display. 


P.O. Box 5037 
* TEmple 3-0112 
Watch for the full listing of Wing distributors 


WILSON RESEARCH CORPORATION 


Manufactured and sold in the United States by 


Write for new instruction manual and parts listing. 
2001 Peninsula Drive «+ 
Erie, Pennsylvania 
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market demands reappraisal of present store display apparatus. This truly dramatic 
concept of apparel merchandising brings new vitality and unlimited flexibility to the 


®@ The introduction of Wing's Success Displays exciting equipment to the U.S. fashion 
effective presentation of lingerie, dresses, suits, coats and pants. 


Cordially yours, 


DISPLAY WORLD 


WING SETTING “D”"— LINGERIE 
Airy, floating effect is expressed in this 


graceful display of lingerie. 








Alfred C. Viebranz epee ae here tet eee 
Promoted by Sylvania 

The appointment of Alfred C. Viebranz to 
the newly-created position of Vice-President- 
Marketing Services of Sylvania Electric 
Products, Inc., New York City, was an- 
nounced today by B. K. Wickstrum, Senior 
Vice-President-Marketing. Sylvania is a sub- 
sidiary of General Telephone & Electronics 
Corporation. 

Mr. Viebranz will have responsibility tor 
corporate marketing services including ad- 
vertising, sales promotion, market research, 
distribution services and sales management 
development. 

A graduate of St. Lawrence University, 
Mr. Viebranz served in the U. S Navy dur- 
ing World War II, becoming executive offi- 
cer of the submarine U.S.S. Haddo. He 
joined Sylvania in 1946 as a sales engineer in 
its Electronics Division. He was appointed 
general sales manager of the division in 
1950 and in 1953 he was appointed merchan- 
dising manager of Sylvania’s Photolamp 
Sales group. Since 1954, Mr. Viebranz has 
been an account and merchandising execu- 
tive with Young & Rubicam, Inc. 























The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


Point-of-Purchase Day 
Held in Philadelphia 

On February 2, the Point-of-Purchase Ad- 
vertising Institute, in conjunction with the 
Poor Richard Club, sponsored Point-of-Pur- 
chase Day in Philadelphia. This luncheon- 
meeting included an exhibit of point-ot- 
purchase merchandising materials provided 
by POPAI’s Philadelphia Members. 

Mr. Ben Mennin, vice-president of the 
Weiller Company and chairman of this event, 
says, “This meeting was planned to bring to 
advertising and advertising agency execu- 
tives in the Philadelphia area more complete 
information and a better understanding oi 
the functions of point-of-purchase advertis- 
ing and the job it can do in moving mer- 
chandise. Marketing men realize that in 
order to reap the full benefits of their over- 
all advertising campaign, their campaigns | The Bliss STO-WAY Grill has been de- 
must follow the shopper right to the only | | | signed to give maximum variety and 


spot where product and consumer meet— | | | | | speed of trimming in the minimum space. 
the point-of-purchase.” | bit . 


The teatured luncheon speaker was Harry 
G. Mazur, secretary-treasurer of Display 
Corporation of America, who discussed the 
role of point-of-purchase advertising in mod- 
ern marketing. 


To Show Adhesives 
At Packaging Exposition 

A tull complement of Morningstar-Pais- 
ley technical, research and sales personnel 
will be on hand to discuss the company’s 
complete line of adhesives for packaging 
operations at Convention Hall, Atlantic City, 
N. J., during the 29th AMA National Pack- 
aging Exposition, from April 4-7. 

One of the features of the Morningstar- 
Paisley exhibit will be an enlarged improved 
line of Solu-Rez adhesives, a family of low- 
viscosity multi-purpose packaging adhesives. 
These adhesives feature easy clean-up and 
are of special interest for carton sealing 
operations, where they offer high grade, good 
coverage, and improved sealing. The Morn- 
ingstar-Paisley exhibit will reflect the theme 
“Adhesives of All Types for Every Pack- 
aging Application.” : 











Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write tor complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET @e LONG ISLAND CITY |, NEW YORK 
EXeter 2-3890 
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QUALITY 


DISPLAY 


the crescent way 


nesent 
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THE SURE WAY 


Crescent Poster Board 
is tested to resist the 
elements and exposure 
to sunlight. 


THE ECONOMICAL WAY 


In spite of the excep- 
tional quality, Crescent 
Poster Board costs no 
more. 


THE STURDY WAY 


Crescent Poster Board 
is firmest and strongest 
—made of healthy long 
fibers. 


THE COLORFUL WAY 


Crescent Poster Board 
is made in 48 brilliant 
colors. 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 
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“Kkven though tashion is the immediate 
concern of only part ol the store, still the 
whole store should have a fashion look and 
a fashion approach — appliances, furniture, 
basement departments, etc. For instance, all 
informed about 
Poor in-store publicity 
oT fashion news results in incidents like the 
following: <A spring promotion with a lilac 
spread throughout 


salespeople should be 
fashion promotions. 


theme was Gimbel’s, 
Philadelphia. There were lilac flowers, rib- 
bons and merchandise everywhere. A cus- 
tomer boarding a street floor elevator asked 
the operator, “Why all the lilac?’ 
replied, “God knows! 


The girl 
The display depart- 
ment must have gone berserk again’!” 
Margaret Mullen, publicity director of Gim 
bel’s, Milwaukee, at panel on fashion coor 
dination conducted by National Retail Mer 
chant’s Association 
i 

‘To spend your money downtown without 
having a clear picture of who you are and 
Modernization 
is not just a fancier housekeeping and house- 


where you're going 1s folly 


\ny change must be justified 
against a total plan even if you only accom- 
In tact, this is 
the normal way to do a modernization job.” 
William T. Snaith, president, Raymond 
Loewy Corp., New York City architects. 
o 
“The ways are legion to provide point-ot 
purchase sales helps to replace the don't 
know and don’t care clerks. We are sur- 
prised that so few manufacturers make any 
real effort to help the customer during the 
final precious minutes before the buy 1s 
cast.”—in Design Sense No. 16, published by 
Lippincott and Marqulies, Inc., New York 
City Industrial Designers 
te 
“In short, the decade before us will see 
25-3) million more people in this country, 
8-10 million more households and a potential 
increase in business and income of 40-50 per 
cent. We might be tempted to accept this 
rosy view at face value and just sit back 
and relax as these golden years unfold 
but somehow I get the impression at least 
that many business leaders are now more 
relaxed about the problems ahead than they 
probably should be.’—Walter E. Hoadley, 
Jr., treasurer, Armstrong Cork (Company, 
before 41st annual convention of Alabama 
Bottlers Association, Birmingham, Ala. 
& 
“It has always been said that women have 
a strong influence in persuading their men- 
folk what and what not to wear. Today it 
seems that the men are dodging the issue 


cleaning job 


plish the changes in stages. 


simply by taking over the best of the wom- 
en's trends. There is so much new color and 
interest in men’s apparel and as long as the 
trend doesn't go too far women no doubt 
will welcome it. Furthermore, perhaps after 
the men have finished copying so many of the 
women’s best ideas, the women may then 
be able to borrow a few of theirs! Mean- 
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while, it is a fact that Italian couturiers and 
tailors are having the greatest possible in- 
fluence on Western fashions. What is 
unique is that there is a ‘togetherness’ about 
Italian-designed clothing for both sexes.”’— 
(Gina Popesina in Man’s Shop, published by 
House of Ensign, Cape Town, South Africa. 
e 
“There is emerging a Changed Woman! 
I see ten changes that affect her as a cus- 
tomer ...1. She is more secure of herself 
2. She sets less impossible goals 
She is better read, better educated 
She even comes in different sizes 
She has better taste 
sense about money .. . 7 


. 6. She has more 
She has true un- 
derstanding and desire for quality ... 8. She 
likes ‘What's New’ as never before... 9. She 
expects business to serve her richly, fully, 
endlessly . . 10. She takes for granted 
much that you may hold to be amazing.”— 
Charlotte Montgomery, writer, author and 
lecturer, in Advertising Age. 
* 

“Ever since the end oft W orld War II, J 
have been listening to sales promotion peo- 
ple sadly repining their fate. ‘We have been 
kicked downstairs.’ ‘We no longer have the 
authority we once had.’ ‘Our hands are 
tied. On and on and on have gone the 
laments. Okay, laddies. So you have been 
pushed around. But now is your golden 
opportunity to push back. Now is your 
chance to prove that you really are sales 
promotion managers and not just glorified 
production men and women.”’—Kenneth Col- 
lins in Women’s Wear Daily. 

* 

“Another important factor is cleanliness 
and attractive displays. I have visited 
probably every major drug chain in America, 
and [I have yet to see a drug store that 
could not in some way be improved in this 
respect. They usually go from one extreme 
to the other. They are either cluttered up 
with so many floor stands and counter dis- 
plays that none gets across or go to the 
other extreme and present nothing. Some- 
where between the two extremes is an area 
in which the drug chain and the independent 
druggist can grow ... Customers also com- 
plain about the heterogeneous array of all 
types of signs and banners. Many drug 
store windows are so cluttered up with 
manufacturers displays, banners and stream- 
ers that you can’t tell if it is an auto parts 
store or what it is. This is not dynamic 
point-of-purchase selling in my opinion. This 
is simply one manufacturer vying with an- 
other as to who can have the largest and the 
loudest display in hopes that a segment of 
the customers will see that first and will 
pay no attention to the others alongside of 
it."—W. “Pete” Campbell, vice-president, 
Stineway-Ford Hopkins, at Point-of-Pur- 
chase Advertising Institute symposium. 


—Send interesting ‘quotes’ concerning display 


to Editor, DISPLAY WORLD, Cincinnati |, Ohio.— 
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YOU ARE SEEING MORE AND MORE 
IMPERIAL WIGS ON MANNIKINS 
CREATED EXCLUSIVELY FOR 


MANNIKIN MANUFACTURERS 
MANNIKIN REFINISHERS 


DISPLAY JOBBERS 
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WRITE TODAY FOR YOUR 
FREE PHOTOGRAPHS AND PRICE LIST. 


HUNDREDS OF STYLES, 
MANY OUTSTANDING FEATURES 


tnperial Wins, tue. 


5362 WHITTIER BLVD. 
LOS ANGELES 22, CALIFORNIA 


STORE MANAGERS 


FOR FURTHER INFORMATION CONTACT YOUR 
LOCAL MANNIKIN REPRESENTATIVE OR SEND 
INQUIRIES TO ABOVE ADDRESS 


THINGS HAWAIIAN 
and ORIENTAL 


e SHOJI 

e EXOTIC LANTERNS 

e BAMBOO DRAPES 

e BAMBOO POLES 

e YUCCA STALKS 

e ARTIFICIAL FOLIAGE 

e BUBBLE MACHINES 

e AQUATIC DISPLAY ITEMS 
e MANNEQUIN WIGS 

e CELASTIC 


e HANSEN TACKERS 
AND STAPLES 


e DECORATIVE PAPERS 
e DISPLAY FABRICS 
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Write for Catalog 
‘“‘Largest Theatrical & Display Co. In The South’’ 


SOUTHERN 


iMPORTER S AND EXPORTERS 
1809 Louisiana Houston 3, Texas 


CENTRALLY LOCATED 
TO SERVE YOU BETTER — FASTER 
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AAROW 


AUTOMATIC 


TACKERS 


VERSATILE! DEPENDABLE! 


FOR ALL-AROUND FASTENING IN 


DISPLAY WORK 


T-32 
GUN TACKER 


Use where lighter, shorter staples are needed. 
ideal for mounting crepe paper, cloth window 
dressings and wall posters. 


T-50 
GUN TACKER 


Use where heavier, longer staples are needed. 
ideal for assembling floats, store exhibits and 
show exhibits. 


HAMMER TACKER 


Quickly and securely staples with each blow. 
Ideal for nailing backdrops, woodwork construc- 
tion and wherever heavy nailing duty is required. 


, 


ONE-HAND OPERATION— 
Frees other hand to hold material being tacked. 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16” from any right angle. 


VARIETY OF STAPLE SIZES— 
Arrow staples come in 12 sizes, ranging from 
we 3/16" to 9/16” leg lengths, for every purpose. 


4 Sold through jobbers 
Write for catalog 
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Device Aids Photographing 
Of Displays in Color 

A unique device for reducing the expense 
and headaches of photographing window dis- 
plays in color, has been developed by part 
ners Marvin Gelman and Marvin Dworkin 
of Lighting Services, Inc., New York City. 

One ot the first customers for it is the 
Chicago display headquarters of Sears, Roe 
buck & which regularly takes 
photos ot six model windows, 
guidance ot the chain's 
throughout the country 


Cf |e iT 
used for 
directors 


Co.. 
display 


Heretofore this job has meant the repeated 
labor and expenditure of lugging in photo 
flood and types of lighting 
equipment in order to achieve the proper 
color temperature tor color photography. 
(For perfect color reproduction with today’s 
commercial film, color temperature should 
be 3,200 degrees Kelvin, tar exceeding that 
of customary store display lighting.) 

Lighting Services has now eliminated the 
need tor bringing in such extra equipment 
by custom designing a special, variable volt 
age color temperature control unit. The unit 
is capable of changing the color temperature 
of regular window lighting to any specific 
Kelvin degree needed, as well as changing 
light intensity to any level desired. 

Any of the six windows being photo 
graphed can be switched and regulated at a 
single control panel, by means of transfer 
switching, dial control and reading a built-in 
color temperature meter. Remaining windows 
are not affected by switching or dialing at 
the control console. 


other special 


In sum, the new control unit provides a 
complete, flexible and economical fingertip 
control system for quicker and_ simpler 
photographing of the Sears windows. It 1s 
expected that the device will prove applica- 
ble to numerous other situations where 
flexibility of color temperature and/or light 
intensity are required. 


Folder Tells How to Pick 
A Business Sign 


A colorful brochure containing advice on 
how to choose a sign for a place of busi- 
ness has just been released by Amplex Man- 
ufacturing Company of Philadelphia, Pa. and 
St. Louis, Mo. The company manufactures 
Amplex Plexiglas letters and sign materials 
which are distributed nationally, exclusively 
through local independent sign companies. 

[he folder points out that it is important 
to obtain the proper sign—one properly 
identifying the place of business and one 
suiting the personality of the business. No 
one, it stresses, has the kind of experience 
necessary to advise on design choices com- 
parable to that of the local sign company. 

Advantages of Amplex Plexiglas Letters 
are cited as including proven durability, re- 
sistance to weather and breakage, lightness 
in weight and a wide range of fade resistant 
colors. 

Seven photographs illustrate some inter- 
esting applications of Amplex Plexiglas let- 
ters on signs for typical retail operations. 

Nine type fonts of Amplex letters are 
shown, plus the sizes in which these are 
available. In addition to these stock fonts. 
the company also offers custom designing 
of any style letter in Plexiglas, and special 
trademarks and signatures. In addition, 


described as 
as a beer 
lobster and 


stock product replicas are 
available, including such items 
bottle, bowling pin and ball, 
druggists’ mortar and pestle. 

Anyone wishing a copy of this brochure 
may obtain one by writing on his business 
letterhead to Amplex Manufacturing Com- 
pany, 2325-31 Fairmount avenue, Dept. 35A, 
Philadelphia 30. 


Candy Shop Prestige 
Topic of Designer 

“Create a new image for your 
chocolates in order to snatch more of the $2.3 
billion of candy sales,” Raymond Lane told 
the Associated Retail Confectioners of the 
United States at their Mid-Year meeting in 
Florida, January 15, 16, 17. “Consumers want 
to have the opportunity to buy an elegant 
product in an elegant atmosphere.” Mr. 
lane said, and suggested that candy is the 
answer because of the comparatively inex- 
pensive price. He cautioned that although 
public relations could be a great help it was 
up to each candy manutacturer and retailer 
to get his share of sales by creating a new 
overall image for boxed 
own locale. 

Mr. Lane, President of Lane-Bender, Inc., 
New York, Industrial Designers, said that 
chocolate can be upgraded by the atmosphere 
created in the store by using color, well de- 
signed window displays, signs, floors and 
counters. The cost for a prestige program is 
infinitesimal compared to the profit that can 
be realized, according to Mr. Lane. 
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chocolate in his 
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Room of Tomorrow 


Goes on Auction Block 

In an unprecedented move, the spectacular 
1960 “Room of Tomorrow” will be on the 
auction block as a unit on March 30 at the 
Hotel Morrison in Chicago, during the Mid- 
west International Hotel Show there. Roger 
(. Wilde, Chairman of the “Room’s” Execu- 
tive Committee, announced the auction. He 
added that Joseph P. Day, Inc., of New York, 
nationally celebrated firm of real estate auc- 
tioneers, has offered its help in setting up 
the procedures for the sale. 

Designed by Tom Lee, A. I. D., I. D. I., 
and sponsored by 17 leading manufacturers, 
the 1960 “Room of Tomorrow” has been 
heralded as the peak of luxury accommoda- 
tions for a hotel or motel. Last November 
at the National Hotel Exposition, the “Room” 
was awarded a Citation of Merit by the 
American Institute of Decorators. 

Furniture and furnishings—ranging from 
custom storage cabinets and tinted plumbing 
to specially-woven carpeting—are valued at 
an estimated $9,000 aside from the construc- 
tion costs of the model room itself. 


Morton Leaves Stensgaard 
To Become Display Consultant 

Chas. W. Morton, Jr., vice-president in 
charge of the Pacific Coast Division for 
W. L. Stensgaard and Associates Inc., Chi- 
cago, during the past 26 years has resigned 
effective January 24. 

Mr. Morton has formed his own organiza- 
tion with headquarters in Oakland, Calit., 
and will manufacturers, advertising 
agencies and retail stores in the eleven west- 
ern states as a display consultant and de- 
signer. 
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JUNE 18 (Sat.)- 22 (Wed,) 

i8th FALL & CHRISTMAS 

: DISPLAY MARKET WEEK 
AT NEW YORK TRADE SHOW BLDG. 
AND HOTEL NEW YORKER 


NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET & 7th AVENUE, NEW YORK CITY 1. N. Y. 





SILVER GLASS. 
i A T TINSEL 


Unmatched for brilliance .. . unequalled for 


» sparkle...and now, TARNISH-PROOF to 

a a , protect its lustre after continual exposure. 
OT f Potters Silver Glass Tinsel — the truly eco- 
il I W } nomical tinsel for all your applications. For 
~ en | | a brilliance and sparkle that lasts indef- 


initely, use Potters Tarnish-Proof Silver 


i “Eee = Glass Tinsel. In sizes from 10 to 50. 
gain ania: fram your proms Po write for samples 
GLU RU Bey = THe JONEL COMPANY, CARLSTADT, N. J 
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pyng\ P-O-P Selling Devices 


—Not Just Displays 


FOR A WAY TO BE DIFFERENT 


WITH YOUR DISPLAYS? 


Every display 
problem is 
completely 


NeW ... 
for the 


DISPLAY MAN 


INSTANT DRYING — 
SOFT COLORS THAT PRODEC 
A VELVETY Fenian! 


sort 
COLORS 


and you 
measure 
your success 
when you've 
created a 
display that 
is really 


"different.”’ 


SARGENT DISPLAY FINISH 
multiplies the effectiveness of the 
wide range of display materials 
with which you work. Totally 
different textures and finishes can 
be accomplished by introducing 
these materials to the magic of 
SARGENT DISPLAY FIN- 
ISHES. Give it a try. 


there’s a Sargent spray 
for your display 


ear: Calehe-Conaeia Jem ol’ 


the Sargent-Gerke Co. 


Nationally Advertised Paint Products 


Ralell-tal-Selelil- Pm laleil- tar 








By Maurice M. Goldberger, Pres., 
Gramercy Advertising Co., Inc., 
New York City 


"Therefore, point-of-purchase 
is on the front line of the battle 
for the consumer's dollar; and 
everything else we plan, no 
matter how great the creative 
efforts, will rise or fall on the 
merits of what takes place 
at the retail level!'’ 


FTER all these years in almost every 
ad of the advertising business, I 
have been exposed to just about every 
“fancy phrase” imaginable. There 1s a great 
deal of talk today about “research in depth,’ 
“market penetration,” etc. Much of this ter- 
minology has a valid bearing on our work; 
but there still remains the fundamental which 
all too often gets “out of focus”: All of our 
efforts must be directed toward selling mer- 
chandise and services! 

Here is the simple basic concept: 

Nothing is sold until it is placed in the 
hands of the ultimate consumer. Us- 
ually, this sale takes place over a 
counter or show case—the 24 inches 
that can be the longest distance in the 
world! Therefore, point-of-purchase 1s 
on the front line of the battle for the 
consumer’s dollar; and everything else 
we plan, no matter how great the crea- 
tive effort, will rise or fall on the 
merits of what takes place at the retail 
level! 

Most industries today are entering a new 
and more intensive competitive era, therefore 
this concept has gained in importance. Almost 
every company, in almost every field, is faced 
with garnering a greater share of the con- 
sumer’s dollar. Past day competition will look 
insignificant by comparison; consumers will be 
exposed to more brands, more varieties, more 
sales-compelling devices, new products! And, 
as the cost of national advertising rockets sky- 
high, many companies are being squeezed in 
national advertising competition! With this 
Situation, the one place—perhaps the only 
place—where advertisers large and small can 
make the greatest in-roads into competitive 
sales is right at the retail level! 

How does one penetrate the retail level? 
What is needed to create sales right within a 
store? These are the questions that must be 
answered before we can meet the challenge! 

This agency specializes in sales promotion, 
merchandising and sales-training for many 
leading organizations. A great part of our 
work takes place in creating and producing 
point-of-sale promotions—not just displays! 
Displays are very important, but they cannot 


do the complete job. An overall in-store cam- 
paign will not only influence consumers, but 
will also help create a selling-atmosphere—a 
sales-spirit within the store! The elements 
must dramatically gain attention and, even 
more important, influence the man behind the 
counter so that he becomes a part of the ex- 
citement and enthusiasm and can therefore 
do a better selling job! This is of prime im- 
portance because through the use of every 
possible promotional technique, we can make 
the average retailer a “master” of creative- 
selling that will “pay-off” in increased sales 
and profits ! 

Time and time again, | have seen retail 
salesmen advise, suggest and persuade buyers 
into purchasing the brand he wishes to sell! 
In this way, the retail salesman can create 
sales for a manufacturer, where they did not 
exist before! Therefore, point-of-sale must 
become a major consideration in any sales- 
effort, and not be permitted to become a sec- 
ondary area of importance! But, the retail 
salesman cannot become that strong selling 
arm unless he has the advertising and selling 
tools that will help him to do the job! 

Let me give a few specific illustrations: | 
am convinced that the days for “pretty pic- 
tures” and “fancy phrases” should be part of 
ancient history! Consumers generally are 
smarter than so many advertising people would 
like to believe. Today, we must convince the 
public that our product fills a basic need, 
whether it is a need of utility, or a need to 
please vanity, or a need to maintain status, 
the need must be there! One of the best ways 
to convince the public of that “need” is 
through displays that are also demonstration 
units and preferably units that require the 
participation of the consumers. It is a basic 
merchandising fact, that 1f we can “get the 
customer into the act,’ we have overcome at 
least half of the sales-resistance. 

Previously, | mentioned devices to attract 
the attention of both the consumers and the 
retail people. It is a psychological fact that 
most products get “lost in the shuffle’ among 
the mass of merchandise in the average retail 
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—Maurice M. Goldberger heads Gram- 
ercy Advertising Company, Inc. of New 
York City, specializing in sales promotion, 
merchandising and sales-training for many 
leading advertisers. He has unique ex- 
perience in every phase of the advertising 
business, including point-of-purchase, start- 
ing 32 years ago at the age of 13 in War- 
ner Brothers publicity department. He 


_ 


attended high school and college at night. 
His agency has won several awards for 
its specialized work, the most recent for 
the Best Sales Promotion Campaign of 
1957 in the Annual Competition of the 
League of Advertising Agencies. The win- 
ning program was a nation-wide $100,000 
Style Preference Contest for the Hamilton 
Watch Company— 


store. Therefore, it is important that we 
change the concept that a display is the be- 
ginning and end of point-of-purchase! This 
agency has used countless devices to help the 
product attract attention. In our planning, we 
try to develop ideas that say “look at me—I 
im important to you.” One such device was 
developed with Robert J. Gunder, Director of 
\dvertising and Sales Promotion and Henry 
Tovar, Sales Promotion Manager of the Ham- 
ilton Watch Company, for their “Weather- 
proot’” watches. A tiny celluloid umbrella, a 
bright yellow one, hooks on each watch as 
shown in photo so that a customer’s eye is 
immediately attracted to the yellow umbrellas 
and Hamilton “Weatherproof” Watches! 
Needless to say, through the years, I have 
been exposed to every type of complaint about 
advertising in general—and point-of-purchase 
and in-store promotion, in particular. Some of 
the criticism has little bearing on fact, because 
most critics think in the narrow confines of 
their own operation, without considering the 
broad marketing planning that is our major 
responsibility. On the other hand, there is one 
basic complaint that applies to every creative 
effort, in every phase of advertising, including 
point-of-purchase. It was summed up by a 
leading retailer, when he said, “the trouble 
with most manufacturers and their advertis- 
ing agencies is that they do not know what is 
going on at the retail level. And, they make 
no attempt to find out because they do not go 
out into the retail field and study how their 
advertising and displays are being used.” It 
stands to reason that retailers should be con- 
sulted and then we should try to incorporate 
a cross-section of retailers’ wishes into our 
plans. This is just good basic common sense. 
More than ever before, all of us have 
the responsibility to re-evaluate our mer- 
chandising and advertising thinking and assure 
that our clients maintain and increase their fair 
share of the consumer’s dollar. And, the best 
place to start is the true-test of all our efforts 
the one place where advertising must pay 
off—right at point-of-purchase, where, in the 
final analysis, every sale must be made! 
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[}] Ruscus Topiary Tree—é ft. 
T] Ruscus Hedging—I5"" high 


“SUMMER DISPLAYS" 


NOW is the time to build your summer sales with the large 
selections of fun displays offered by the Art R. Cohen Co. 


t 
? 


iy * ‘ss 


White Fern Tree in bucket—é ft. $32.50 ea. 
$45.00 ea. 
$ 3.50 ft 
Paim Tree—7 to 8 ft.—constructed of 
yucca pole, grass covered wood base 
with green plastic palm head 

Beaded Bamboo Curtain—3 ft. x 8 ft.— 
black and white 

Fish Net — 10 yd. pieces — 72"' wide — 
natural, red, black, green, yellow, blue, 
aqua and pink eat 

Fish Paper—Multi color fishes on white, 
lemon, or beige background—50"" x 9 ft..$12.00 roll 


$19.50 ea. 
$15.00 ea. 


$ 3.00 ea. 


Plastic Sea Fans & Starfish—ass'td colors $18.00 doz. 
| Plastic Fish—assorted colors 


$18.00 doz 
Papier Mache Full Round Sun $ 3.95 ea. 
Rattan Square—30"' x 30" $ 4.50 ea. 
Grass Mats—3 ft. x 6 ft.—72 row 


Fairway green . $ 3.9% ea 


ORDER NOW 


e Mail orders 
filled immediately. 


Serving the Display Industry for 
Twenty-Six years. 


3 
$45.00 doz. 


810 PENN AVE. 


P= a ~— 
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Cotton Rope—minimum 10 yards—I"' 35 yd. 
/,"" .20 yd. 
Papier Mache Anchors—20" x 27''—Biack $ 3.25 ea 
White $ 2.75 ea 
Papier Mache Links—8!/,''—can be interlocked 
Black $ 6.60 doz 
White. .$ 5.40 doz 
Papier Mache Life Preservers—22'' Black $ 3.25 ea 
White $ 2.75 ea 
Glass Floats wrapped in fish net—4"' $10.80 doz 
6" $18.00 doz 
$11.00 per C 
$28.00 per C 
$16.00 per C 
large size. $ 6.00 doz 
miniature. $ 3.00 doz 
16 to 20°'. $ 1.25 per 
bundle of ten 
28 to 32'' $2.25 per bundle of ten 
| 
| 


Cork Fioats 2'/2"" 
4" 


Wood Floats 3'/2"" 
Conch Shells 


Cycus Palm Leaves 


[| Palmetto Leaves 10°" $ 5 per bundle of ten 
14" 3 


2 
75 per bundle of ten 


ART R. COHEN CO. 


PITTSBURGH, PA. 








ONLY FLAIR 


HAS THE PHANTOM 


-ANKLE-ROD ! 
AIR ease MANIKINS 


15 W. 18th STREET 


NEW YORK 11, N. Y. 





FREE 


IDEAS FOR. 
BUILDING SALES! 
- 
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VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog. 
Name 

Title 

(Company 

Address 


City State 
DVM 


Aterrific new catalog 
describing the com- 
plete line of VUE- 
MORE display turn- 
tables and BREVEL 


animation motors. 





Write for your copy today. 
Use the handy coupon above! 


“y | 
WY 
VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 


s of G20VEL PRODUCTS 


60) WEST 26th STREET © NEW YORK !, \. Y. 





Abel Corporation 
Names Display Manager 

The Abel national 
office is Columbus, Ohio, an- 
nounced today the appointment of James 
sorland as display manager. Mr. Borland 
will be responsible for coordinating interior 
displays, visual merchandising, and signing 


Corporation, whose 


located in 


— James Borland — 


for the Abel Corporation's merchandising 
program in major department stores through- 
out the nation 

Mr. Borland brings to the 28-year-old 
Abel Corporation, merchandiser of tires, 
batteries, seat covers and auto supplies, 
20 years of visual merchandising with lead- 
ing department stores and coast-to-coast 
retail chain organizations. He served until 
recently as display manager for the Ralph H. 
Miller Stores, New Y ork, a 70-store chain. 

Mr. Borland, born at Tupper Lake, New 
York, attended R.I.T. School of Retailing 
and spent three years in the U. S. Marine 
Service during World War II 


New Consumer Taste Theory 
Advanced by Design Firm 

The advertising or marketing man who re- 
jects new ideas or products because they're 
“too sophisticated” or “too high-level” for 
the general public is often basing his de- 
cision on an outmoded theory of consumer 


taste Actually the average American’s 
taste is better than most people, including the 
experts, think it is. 

This is the gist of a new report on Ameri- 
can taste patterns issued by Harley Earl 
Associates, the Detroit industrial design firm. 

The report prepared by William Blau, vice- 
president in charge of marketing, attacks 
the “trickle-down” theory of taste—the idea 
that standards of taste are developed by 
certain leaders or “uppers” in the socio- 
economic structure, and then gradually 
trickle down to the masses. It has been made 
obsolete by the events of the last two 
decades, the designers claim 

Says Blau: “Good taste has nothing to do 
with class or status. It’s determined by the 
amount of exposure to outside influences, 
ideas and cultures accumulated by an in- 
dividual over a period of time. 

“Years ago, it was only the wealthy person 
who had opportunities for wide cultural ex- 
posure. The average American knew little of 


life beyond his own country, town and neigh- 
borhood. But today, his ‘exposure oppor- 
tunities’ have greatly increased. 

“Most American families are mobile now, 
changing their residences perhaps four or 
five times. Millions of our young men who 
served in the Army saw other countries, 
heard other languages spoken and observed 
the cultures of other peoples. The whole 
population, young and old, has been exposed 
to a rich variety of ideas and aesthetic stand- 
ards through modernday mass communica- 
tions, especially television. 

“All this means that taste standards are on 
the upgrade. But most manufacturers still 
believe—unconsciously or consciously—that 
the mass man is a pretty callow sort of fel- 
low without much aesthetic discrimination. 
As a result they continue to offer him only 
those products which they have arbitrarily 
decided are suited to the ‘vulgar taste’. 

“Market research studies often compound 
the error,” says Blau. “Too many of these 
analyses of consumer preferences are oriented 
toward products and standards already in 
existence, and thus the low taste standard is 
preserved. The public is never given a 
chance to voice an opinion about a ‘good’ 
design, advertisement or product.” 

The report recommends the development 
ot a new type of market research, one that 
rates individuals and groups according to 
the amount of cultural exposure they have 
experienced, as well as according to their 
social and economic status. 

“The business executive needs to wake up 
to the fact that good design sells, and that 
the consumer of today 1s as sensitive and 
sophisticated to design as he is” concludes 
Blau. 


Edward deLuca Appointed 
By The Displayers 

Edward deLuca has been appointed region- 
al manager of The Displayers, Inc. in the 
Pittsburgh area with an office at 111 Fairway 
Lane, Pittsburgh 38. This announcement was 
made by Belmont Corn, president of the firm, 
635 West 54th street, New York City. The 
announcement was made in line with the 
continuously expanding operation of The 
Displayers, Inc., one of the nation’s leading 
exhibit and display builders. “We are par- 
ticularly pleased with Mr. deLuca’s appoint- 
ment because of the stature and experience 
he brings to his new position.” Mr. deLuca 
was formerly with Gardner Displays, Pitts- 
burgh. 


New Adhesive Available 
For Flocking on Ceramics 

Rubba-Flok, a new, non-inflammable, 
water-based flocking adhesive which makes 
it possible to put a permanent, scratch-proof 
felt-like undercoating on ceramics in only a 
few minutes has been developed by Rubba, 
Incorporated, 1015 East 173rd street, New 
York, City. Rubba-Flok can be applied easily 
by brush or spray gun to bottoms of ash 
trays, lamp bases, statuettes and other ce- 
ramic objects. Flock is then applied to the 
adhesive by dusting, flock gun or electro- 
static flocking machine. Rubba-Flok is 
waterproof when dry. As an introductory 
service, Rubba, Incorporated will flock sam- 
ples of ceramics sent to their Ceramic Re- 
search Laboratory at the above address. 
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Grandpas Get Into 
Father's Day Promotion 

The 1960 Father’s Day poster stresses the 
50th Anniversary of the founding of Father’s 
Day in 1910. And, too, it ties in with the 1960 
national Presidential election theme with 
the illustration and phrase “Vote for Dad 
and Gramps.” The electioneering, of course, 
is properly done by the children since Fath- 
er’s Day is for the children. 

The theme emphasizes the importance of 
Father's influence on the young in the phrase, 
“Juvenile integrity starts in the home.” 
This is the basis of the public service pub- 


+o 1D & & ante. ve 


athercs 


GRANDPA’'S, TOO 


Day 


JUNE 19 


licity program that is planned for 1960, a 
continuing process that is proving its worth 
with the public, the press and the communi- 
cations media. 

The new poster is available in the giant 
5- by 4-foot full color reproduction and in 
every shape and size down to the 2-inch 
sticker. 

This poster is ideal for every type of 
merchandise. It is designed to be the human 
interest factor in displaying all merchandise 
in every industry. 

According to the National Retail Mer- 
chants Association, the following items are 
sold through the men’s wear departments 
tor Father’s Day: sport shirts, dress shirts, 
neckwear, underwear, hosiery, gloves, hand- 
kerchiefs, mufflers, robes, pajamas, accessor- 
ies, belts, suspenders, jewelry, slacks, sport 
coats, leisure jackets, shorts, swimwear, 
windbreakers, leather outer jackets, sweaters 
and light-weight suits. 

In adidtion to this, the following are de- 
partments that carry merchandise for Fath- 
ers Day selling: toiletries, silverware and 
clocks, stationery, books, umbrellas, small 
leather goods, men’s furnishings, automobile 
accessories, cameras, luggage, fancy foods, 
liquor, smoke shop, radio & TV and gift 
certificates. 

For information, write to: Alvin Austin, 
Director, Father’s Day Council, Inc., 50 East 
2nd street, New York City 17. 
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Create Spectacular 
Floral Displays 
with “POLY-FOL” 


Poly-Fol lifelike polyethylene plastic 
foliage will give your displays thet 
magic “natural” appearance. 


Poly-Fol is pliable, non-com- 
bustible, waterproof; resists 
fading, dust and heat. Feoli- 
age and colors are so life- 

like since they are 
AA, molded and matched 


Pp from the living leaf. 


' I 
we? 
re 


_ Distributor Inquiries Invited 


Over 35 foliage styles and special planting arrangements are available. 
Write for new catalog and prices. 


STANLEY BERNSTEIN, 101 E. 169 St., N.Y. 52, N.Y. LUdlow 8-7771 





FOR Bareuwe-BLeke \IGHTING 


he BEAM-LITE 


Designed by the man 





(Actual size: 
5” 1 37%e" x 2%") 


Complete with 75-W. Mazda 
silvered refiector bulb, 8-ft. cord 


Now your customers can have in 
their homes a small, compact and 
handsome fixture to provide con 

centrated lighting to enhance the ec ingen gp hes « a 
beauty of their paintings. The obiong concentrated light 
adjustable light beam frames pic- °°@™. 4!so many uses: in nee 


dow display and interior de 
ture only, not the wall. ration 


Dealers’ and Jobbers' Inquiries /nvitea 
Please write for Brochure mentioning this pub/icatior 
MORDA DISTRIBUTING COMPANY DW-3 
P.O. Box 24036, Los Angeles 24, Calif. 


Made in France. Adjustable to 
illuminate large or smal! paint 











.... Oisplav creators 
display manulacturers 
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\ 
aiid hamberger ine. 


3151 STREEA 
NEW YORK 


est Wishes 


To All of our Friends 


30 WEST 


J ‘ VV Y J k fF 


in Texas 


david hamberger inc. 


Represented by 


Mr. Lamont A. (Monty) Ware 


86 N. E. 173rd Street 
N. Miami Beach, Fia. 


and 


Mr. Reuben Hamberger 


in your orea. 








Sun-X: 


DuPont product filters, absorbs 
ultraviolet rays when applied 
to window glass . . . Replaces 
awnings, drapes and shades 


... Heat also reduced 


INPLAY managers all across the world 
are proclaiming benefits of a new 
Du Pont product which solves one ot 
the problem 
of fading merchandise in display windows 
Phe new Du Pont material is Sun-X Glass 
plastic. that is flowed 


their most perplexing problems 


linting—a “muracle 
onto existing windows to filter and absorb 
which cause fade. Officials 
of American Glass Tinting Corp., the Hou 
ston-headquartered international distributor 
of Sun-X Glass Tinting, say that the new 
Du Pont product will reduce tade up to 
995 per cent. And they contend that the 
material does not distort vision in any way 
the product is transparent 

(One Texas display manager explained the 
new “miracle plastic” this way: “In the old 
days, when [ put a $300 blue dress in the 
window, I didn’t know whether I was going 
to have to mark the dress off as a total loss 
or not. Even if the sun didn’t shine, I knew 
that | would have to expect some fade dam- 
age. The cloudy sky even seemed to damage 
some fabrics. We called in the local Sun-X 
(;lass Tinting dealer, and he applied a light 
gold shade of the plastic to our show win- 
That solved the tade problem tor us, 
and the tinting job didn’t take but a few 
minutes. | had been afraid that the appli- 
cation would put our windows out of com- 
mission for several days, but it actually takes 
less time for this plastic to be applied than 
it does tor me to trim a window.” 

American Glass Tinting Corp. officials say 
that Sun-X will dry within 50 minutes, and 
that it is guaranteed in writing not to crack, 
chip or peel, After the glass has been tinted, 
the window can be washed in the same man- 


ultraviolet rays, 


dows. 


ner as before. No special maintenance is 
required. 

Proponents of glass tinting point out that 
it takes only a few days—often a period of 
hours—for some textiles in show windows 
to be damaged by fade. They say that 
glass tinting can pay for itself in a few 
months where fading is severe. 

Another important benefit of the new prod- 
uct 1s that a tinted window does away with 
the complaint of many display managers that 
fade danger restricts their planning. Some 
colors—such as aqua or blue—are more sus- 
ceptible to tade than others. The same is 
true of some types of fabrics. 

A tinted window does away with the worry 
ot tade, and the displayman can trim the 
window to his exact plans—without the fade 
factor to contend with. There's no worry 
about having to use “all blacks” or other 


“Miracle Plastic” 
Reduces Fade, Heat 


—Sun-X Glass Tinting is flowed directly onto the 
inside of windows to reduce fade . . . The new 
Du Pont ‘miracle plastic’’ dries within 50 minutes 
and is guaranteed in writing not to crack, chip 
or peel... After the window has been tinted, i+ 
can be washed in same manner as before 


No special maintenance is required.— 


neutral colors just to avoid the harmful rays 
of the sun. 

The display manager of a Houston furniture 
store says that another advantage ot 
tinted window is that it adds color to th 
display window. 

“T personally think a tinted window adds 
life and beauty to a well-conceived display.’ 
this display manager says. “The tints are 
soft shades that don’t clash with the mer- 
chandise in the window. And a tinted win- 
dow brings to a display the same warmt! 
and life in daytime that display emits at 
night.” 

Another feature of glass tinting is that it 
does away with the need for costly and cum- 
bersome awnings, drapes and plastic shades 
One Texas display manager had to keep 
drapes drawn for a period of six hours a 
day in order to keep the fine furniture in 
his windows from fading. 

“The drapes took six hours daily away 
from the time our furniture was allowed to 
sell to the public,” the display manager said 
“And the drapes themselves taded, which 
necessitated expensive replacement. We didn't 
like the looks of plastic shades or awnings, 
so having the glass itself tinted was the only 
answer.’ 

The new Du Pont material is distributed 
internationally through authorized Sun-X 
Glass Tinting dealers. 

American Glass Tinting Corp. officials say 
Sun-X brings benefits other than the reduc- 
tion of fade. They point out that tinted win- 
dows are a major factor in reducing heat, 
providing a considerable savings in air con- 
ditioning costs. The glass tinting executives 
maintain that the heat load through windows 
is reduced as much as 8&2 per cent—and that 
the more glass in a building, the more money 
saved through lower air conditioning costs. 

Bothersome glare also is reduced when 
windows are tinted, providing more cus- 
tomer-comtort and increased employee et- 
ficiency. 

Further information can be obtained from 
the American Glass Tinting Corp., P. O 
30x 6565, Houston 5, Texas. 


DISPLAY WORLD 





SETA VENETIA KUSA-TO IMPERIAL SILK j MADAGASKA 


NADI NEWSGRAM 
[Continued from page 40] 


incandescent items. Wings, the subsidiary, 
produces fixtures, plastic louvers, stands and =. = = m > Ee = | 
P > one mneneee e”; = 3 coe : ¥! “a ‘ 
mannequin forms. : = ee 2 | 5 ee | AVE rok 
a oem + Be Xi . ‘ ‘ . Bett jut t! 2 
. , a ’ . panne nome ee ete a 2 2a) ' 4 i 
We welcome them into the NADI. You'll ——— an —s alley ARNG 
meet them in June during our Market Week. = SS = ‘mprmaatey ay — ; i ae Ve oe 
- “ = oe . == S55 + eF { ia ee seks 
Open To Buy Mr. H. W. Wazenegger, <= = wa Pa pn PRY See es), wkty ying 
: : itil = : carne = RENGAESSAR SEU & 
Hoaldo Display Equipment Co., 5400 Park Ti 
Soulevard, Pinellas Park, Fla. They want to | Zam = vagr Semeebecnat 
cee : ‘ ——- == ‘ fe 
distribute display fixtures and materials, ; 


= Raivemigerth 








such as plastic boxes, hangers, garment ee =— qercannnee 


bags and racks, display stands, mannequins, | ———— Ped ct 
lighting fixtures. Write to them, if inter- se — ‘ = il Lik ' ASPB LF LMM 
ested. sf Ryda Ee | 

Perky-Show, 128 Rue Hors-Chateau, Liege, 
Belgium. They want to import display items | perfect combination for 
from the U. S. A. Write to them for more : ; 
information. French correspondence _ pre- refreshing new displays nes 
ferred, but English will do. | 

Jungs, 1023 FE. llth avenue, Anchorage 


vio sionliies sy YICRTEX V.E.F: FABRICS 
materials and equipment. Send brochures | 
and price lists to them if you want to tap fs Oo 
the up-and-coming Alaskan market. PLU $s YOU k IMAG i N TI N 
— NADI — | Viertex’ glowing colors and deep-sculptured patterns create moods of 


, , , warmth, luxury, excitement to flatter and complement merchandise displays. 
Open to Sell: If you are looking for a 


' : . Patterns that simulate wood paneling, raw silk, grass cloth, leather, plus 40 
display business to buy into, We may be able others will stir your imagination to new heights. 


to assist you. The business up for sale, in Practically indestructible, VICRTEX V.E.F.* won't chip, crack, +" - 

- i; ie all 7 - . iw : . fade — stain, soil and flame resistant —- wipes clean with a damp cloth. 

part, Is one of the hnest manufacturing firms Reusable; will last for years. 

in the trade. The principal is looking for a 

working partner. For further details, please *Vinyl 


slg the NADI on your business sta- | = E. CARPENTER & COMPANY Mae 
Openings: There are two job openings | 35 FIFTH AVENUE @ NEW YORK 1 @ Phone: LOngacre 4-0080 


that were reported to us during the last 
month. One is for an office manager for a 
display house in the New York City area. A 
good administrator, showroom salesman type 
is desired. 

The other opening was for a displayman in 
North Carolina who would also serve as 
store advertising manager and _ part-time 
salesman in the shop. It’s a men’s shop with 
an excellent clientele and reputation. 


Please write to us at the Governor Clinton 
Hotel, New York City 1, N. Y., for more 
details. 


— NADI — 








Write today for swatches, prices, descriptive literature. 








Clippings: The New York Times Sunday 


/ o  HAwe, 

° ° o ° = ‘ 5 \¢s4 > as 
Magazine section featured an article by Gay ps 
Bs > > : ¢ y > : . corr . T y . “ 
lalese on February 4, entitled ‘The New a. eomeen. 
Look in Mannequins.” It told how many of | y 80 STAPLE SIZES . 


the mannequins are shaped to various human orton oo Vest-Kit 
personalities and types and how some are convenience 
modeled after real women. Then it described 
some of the production highlights found in 
a mannequin factory, the Mary Brosnan 
plant. 

We will be glad to send you a photostatic 
copy of the clipping if you write requesting 
one. 








Good design and construction in all Hansen 
Einson-Freeman Elects | Tackers give them a well balanced “‘feel’’ in 
Caspers To Senior V-P. every application. Saves you lots of time, too 
. a, rue , . as they'll zip througn any job with no delay, 
Harold C. (¢ aspers ot Einson-F reeman Co., no wasted staples. Always ask for Hansen. . 
Long Island City, N. Y., creative lithogra- the very best in Tackers. 
pher and manufacturer of window and store 
displays was elected a senior vice president WRITE today for free literature. 


of the company, at a recent meeting of the A L HANSEN MFG C0 
board of directors. Mr. Caspers has been o Gee * . 


> mespttegnoig anneal ee ae T™.. : 
with Einson ; reeman ee Ra an 504] RAVENSWOOD AVENUE 
nouncement was made by William H. Scoble, | CHICAGO 40. ILLINOIS 


president. 
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| Cadillac Plastics Announces New Adhesive Backing 
Indianapolis Branch For Metalized Tapes 
Cadillac Plastic & Chemical Co. announces A vastly improved adhesive backing tor 
the establishment of complete branch and its line of metalized mylar tapes is a recent 
warehouse facilities at 2505 E. Washington, innovation of Coating Products, Englewood, 
‘ 7 Indianapolis. The expansion, the company’s N. J. Mirro Brite mylar tape is a highly 
different ‘ ninth in a five month period, gives Cadillac polished, metalized plastic laminate ranging 
Sy Plastic its 14th warehouse-sales branch. It in widths from ™%-inch to 1-inch spooled into 
was made necessary by Cadillac Plastic’s a roll approximately 100 yards in length. The 
/ \/) AMIXO\ growing volume in Indiana and the Ohio’ metalized plastic material is backed with a 
/ | Valley since the opening of an Indianapolis high tack coating of pressure sensitive ad- 
sales office in August, 1959, President Robert hesive, for easy application to all smooth, 
Bb. Jacob said. flat surfaces. Larger sheets will soon be 
Robert Brinkers has been promoted from available for display use. 
representative in charge of the Indianapolis Samples of Mirro Brite metalized tapes in 
sales office to branch manager. various patterns and colors, a descriptive 
Regional industries which will be served brochure, and a price card are available 
by the new branch include: appliance, steel, from the manufacturer. Direct your inquir- 
chemical, aircratt, automotive, food process- ies to R. H. Goodman, Sales Prom, Megr., 
ing, research, electronics, display and plas Coating Products Inc., 101 W. Forest Ave., 
tics tabrication Englewood, N. J 
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Starred IN DISPLAY WITH BOND CLOTHES, DALLAS, IN 1942 AS DISPLAY 
ASSISTANT. JOINED MERCHANT MARINES AT AGE \7 AND SERVED 
UNTIL 1945. UPON RETURN, BECAME DISPLAY ASSISTANT UNDER 
PRECISION MEN'S WEAR TRIMMER EDDIE NUNAN AT WILSON’S 
MEN'S STORE, DALLAS. IN 1946, JOINED SANGER’S, DALLAS, 
fg Fhe IN CHARGE OF ALL MEN'S WEAR DISPLAYS --- TRIMMED HIS 
FIRST WINDOW AFTER FOUR YEARS TRAINING. TOOK 
THREE HOURS ART SCHOOL AT NIGHT. 


ze ba > 
| | | a we in 
f ) i. a Ce Se 8 








yet, 


t ee 
T 


In 1951, WORKED UP TO WINDOW 
DISPLAY MANAGER AT A. HARRIG 


ba 
DEPARTMENT STORE, DALLAS; 
THEN TO THE NEW FEDWAY STORE 
AT WICHITA FALLS, TEXAS, AS 
= DISPLAY DIRECTOR, In 1955, “JOINED 


MINTER’S DEPARTMENT STORE 


SYNTHETIC PEARL ESSENCE iN ABILENE, TEXAS, AS DISPLAY 
DIRECTOR AND FINALLY SETTLEO 
FOR DISPLAYS AND IN THE SAME POSITION WITH 
WAISMAN'S, BROWN WOOD, TEKAS, 
WHERE HIS WORK IS CURRENTLY ©. - | 


DISPLAY MATERIALS ACCEPTED BY ve STORE ANDO 


Nacromer can be used for wood, 
metal, plastic, paper, leather—and 
so many other materials that you'll 
find you can use it in countless ways 
to add distinctive new life to your 
displays and display materials. You J is 
can use it as a coating compatible iinet as SS pa a 
with most coating materials, it is 


applied by your usual coating $enves ow Mh A. Now STUDYING NEWSPAPER ADVERTISING 


method. Or, your supplier can fur- AND SALES PROMOTION IN PREPARATION FOR 
. . i... . . J 4 
nish plastics with Nacromer already ro Gln Uanaies WAISMANS FORTHCOMING EXPANSION PROGRAM. 


incorporated. Either way, you cre- OF PYTHIAS LODGE. 
ate many unusually beautiful ef- Ay 32 YEARS OLD, HE IS MARRIED AND HAS 


fects to make your displays more . THREE CHILDREN: TWO BOYS AND A GIRL. 
eye-appealing...more salable! 
Now, learn what Na- f V/, lA 
cromer can do for you. 
Write for our S‘-page Na- 
creous Pigment Handbook 
it contains the informa- 
tion you'll need for start- 
ing your development of 
new, lustrous, rich-looking N EW 
displays. | 


THE MEARL CORPORATION | DISPLAY DIRECTOR, WAI$ MAN'S DEPT. STORE 


world’s leading producers of pear! essence | ES ROoOwn Swoon, Texas 
41 EAST 42nd STREET » NEW YORK 17, N.Y. | 
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NRMA Announces Contest 
For Mother's Day Displays 

\ record billion-dollar volume potential 
for Mother’s Day (May 8, 1960) has stimu- 
lated a greatly expanded, coordinated effort 
by the National Retail Merchants Associa- 
tion and interested manufacturers tor the 
second annual Mother’s Day window display 
contest, it was announced today by Edward 
F. Engle, manager, NRMA Sales Promo 
tion Division. 

The contest is being conducted jointly by 
NRMA’s Sales Promotion Division and Mer- 
chandising Division, in cooperation with the 
National Association of Hosiery Manufac 
turers, the Negligee Manufacturers Asso 
ciation, the Lingerie Manutacturers Asso 
ciation ,and the National Knitted Outerwear 
\ssociation. A special committee of the 
\ccessories and Smallwares Group of the 
Merchandising Division has been appointed 
to coordinate the efforts of manutacturers 
and retailers in merchandising the Mother's 
Day event. Dorothy Boucher, merchandising 
manager, Godchaux’s, New Orleans, La., has 
been named chairman of the committee 

“An all-time high in sales for Mother's 
Day gifts is in sight this year,’ said Mr 
Engle. “It 1s up to manutacturers and de- 
partment stores alike to cooperate in realiz- 
ing the full possibilities of the second biggest 
selling event of the year.” 

The participating vendor associations have 
donated the prizes to be awarded to the crea 
tors of the winning window displays. First 
prize will be $250; second, $150; third, $100. 
Fourth and fifth prizes of $75 and $50 will 
also be awarded. 

Preliminary judging will divide entries 
into five sales volume categories: under $2 
million; $2-10 million; $10-20 million $20- 
4) million; and over $50 million. The top 
displays in each volume category will then be 
reviewed in the final judging. Prizes will not 
be awarded in each classification, stated Mr 
Engle, but the judges will take into account 
the size of each store when awarding final 
prizes 

Mr. Engle emphasized that a condition of 
the contest is that the windows should tea- 
ture hosiery, negligees, sweaters, lingerie or 
bathing suits, although other merchandise 
may also be included in the display 

To be eligible, entries should include a 
photograph of the window display, together 
with the name, location, and size of the store. 
the name of the display’s creator, and the 
date of the display. Entries should be sent 
to “Mother’s Day Contest,’ National Retail 
Merchants Association, 100 West 3lst Street, 
New York City 1. All entries must be post- 
marked no later than May 2lst 


Mystic Lite Opens 
Street Level Show Rooms 

Mystic-Lite Corp., importers of Italian 
miniature Christmas lights, recirculating 
tountains and illuminated plastic flowers, has 
opened a new showroom on the street level 
at 230 Fifth avenue, New York City 1 

Michael Schaeffer, Mystic Lite president, 
told DISPLAY WORLD, “This new corner 
location will enable visitors to see our com- 
plete line of well-known decorator lights and 
other display items at a spot convenient for 
both local display directors and those visit- 
ing from out-of-town.” 
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SHOW CARD AND POSTER MACHINE 


ye. 2a Feat? | SPEED----SIMPLICITY 
Ja LOW OPERATING COST----LONG LIFE 


MODEL “M" “*3:/0%4 essen / 


With new “Magnetic” type 

lock up. Greatest advance- 

ment in sign machines within 

last 25 years. SPEEDS UP They‘re Reversible 
OPERATION’ and provides 

complete flexibility of type 

arrangement. 


MODEL “B" 
A medium priced sign ma- ! 
chine using rubber type. Pro- 

duces high quality signs at 

low cost. 

Many national chains have 

from 50 to 500 or more Sign- 

press machines in use. ae eee 2 is ~ ae 
MODEL M- 422 — ‘+ x il <> Valea snutied "ter 
MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX D-144, ADRIAN, MICH. 








AT LAST! SLEEVE FORMING MADE EASY 
with new 'FLEXPADS' made of cloth covered live foam rubber 


PREFORMED e NATURALLY PROPORTIONED e EASY TO USE 


Designed for use 
with the 
flat-chested or 
conventional 
suitform 


© 
A perfect sleeve 
is the prime re- 
quisite for proper 
clothing display 





FLEXPAD features — REGULAR stim 
oe A firm, life-like sleeve — hangs naturally or can be pinned 
@ Lightweight foam gently compresses to hug the natural sieeve lines — will not slip 
@ Flexibility permits use in 3 sizes of sleeves very satisfactorily 
Eliminates shapeless cushions, tissue, stuffing and springs. Makes your garment say ‘Buy Me’ 


Men's sizes — 

REGULAR—preformed for conventional suit or sport jacket—fits sizes 38, 39 or 40 50 per pair 
CONTINENTAL—preformed for Continental or traditional! Ivy suit—fits sizes 38, 39 or 40 

SLIM—for a sharp, slim sleeve, Continental or Ivy suit—fits sizes 38, 39 or 40 00 per pair 
COATSTYLE—preformed for topcoat, raincoat or overcoat—fits sizes 37, 38 or 39 00 per pair 


Also available in youths’ sizes — 
BOYS—preformed for suit or sport jacket—fits sizes 10 and 12 $5.00 per pair 
PREP—preformed for suit or sport jacket—fits sizes 14 and 16 $5.00 per pair 


Special sizes on request. 2/10/EOM FOB Factory 


c Oo = E D Cc Oo ° 412 Amsterdam Ave., Bridgeport, Conn. 














Day in and day out 
PRANG Tempera Col 
ors are regular work 
ing tools of millions 
of professional art 
ists, designers and 
Jisplay builders. And 
this POPULARITY just 
didgn t happen — 
PRANG Temperas are 
the result of years of 
skilled color making 
and constant re 
search 

The extreme color 
Drilliance anaq easy 
working qualities are 
synonymous with the 
name PRANG 

See the complete 
PRANG color line aft 
your favorite dealer 
Write for new ideo 
sheefs on use 


Dept. DW -31 











THE AMERICAN CRAYON COMPANY 


SANDUSKY. OHIO WEW YORK 


BUILD BETTER DISPLAYS 


with versatile, dependable 


UHU GLUE 


The Leader in Your Field 


UHU PRODUCTS CORP. 
820 Greenwich St., New York 14, N.Y. 





@ CEASE-FIRE 
Fiameproofing 
Spray 


@ PORTO-POST 
Crowd Control 
Equipment 

@ FLEXIBOOTH @ MIRRORED BALLS 
Exhibit Booths @ SPOTLIGHTS 


Filjon Industries, Inc. 


1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for literature—Box 122 
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Young Neb 


Young sophisticate fashions 

are shown by appointment to 

young-ladies-in-a-hurry in a 

combination of Regency and 
Empire decor 


ASHIONS important they call tor a 
CoV n. \\ ¢ I ¢ introduc ed to aA 
group ot customers ot Mil 


incoln. Neh 


departm« nt 


raska Shop 


opening of the “Young Ne- 
Located on Floor 
Second, adjoining the Better Dress area, the 
shop decor has the same youthful sophisti 


store, with the 


braska Shop.” Fashion 


cation as the labels it teatures. College and 


young career women, as well as matrons 
who retain their youthtul figures, find their 
kind of fashions in the shop. The first two 
groups, being young-ladies-in-a-hurry, are 
encouraged to make appointments with its 
voung hostess 

large scarlet and cream Nebraska _ ban 


ners and the Nebraska state seals flank the 


BO nae 


ae 
oe 
+% 
wes 

. i 

Rage 
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double entranceway to the shop, and a man- 
nequin on center plateau models costumes 
keyed to the current social calendar. The 
interior of the shop is in Regency period 
with rose-beige love seats and raw silk drap- 


eries in beige printed in gold with Empire SUNSHINE GREEN 
motif of Greek key. This key motif is re- | 

peated in the frieze on the walls which are AT AY MA AY 
covered with beige raw silk. A striking | 

golden chandelier from Finland is recessed | 

in dome in the ceiling and has butterflies of 


golden mesh. A classic mural figure on one 
wall appears to hold a golden light in her 


hand. The mural, draperies and trieze were 
all designed by the pete ot Verdi Has Outsold All Other 
The Young Nebraska's stock is built upon | a 

these young-sophisticate lines: Anne Fo- Display Grass for 37 Years 
garty, Richard Cole, Montego, Eloise Curtis, | 
Kay Selig, Rembrandt, Thayer Originals and 
Suzie Perette. Hats, costume jewelry, purses, 
gloves and other small accessories keyed to Exclusive 78" row quality instead of 72 
the dress lines are displayed in golden-trame 





Exclusive beautiful, natural Sunshine green color 


wed he one “ee 34% x 6—I11% larger than ordinary mats 
glass cases. The adjoining fitting rooms are 


in subtle tones of rose, gray, green, cham Ends neatly hemmed—no raw cut edges 
pagne and rose beige 








, Mildew-proofed and flame-proofed 
The shop was introduced to a hand-se- 


lected list of customers by a generous mail- Order standard mats, rolls or special sizes Ad 
: dy . : . ss. P ‘ 
ing—a 2'4-yard-long pink paper ‘tape meas- , , p 

an ores itditeal — | Sold by all leading jobbers y 
ure’ imprinted in wine-red with this mes- | wt 
Sage: “It's definitely designed to your 


J 


measure . so please reserve time next ag # “th, | 
week tor your introduction to Miller’s new | . 
tashion center for chic young women | ' 
the ‘Young Nebraska Shop’. Come tor in- | 
formal modeling and coffee on 
See the fresh, young sophisticated fashions THE JOSEPH M, STERN COMPANY 
from some of America’s reigning designers 

in sizes 8 to 14, priced $35.95 to $89.95 1968 East 66th Street @ Cleveland 3, Ohio 
So important that these call for a shop all | THE WORLD’S LARGEST MANUFACTURER OF DISPLAY GRASS 
their own ... the new ‘Young Nebraska | 
Shop’ on Second Floor at Miller W Paine.’ 








Richard Ernesti is display manager of 


Miller's | | AS ADVERTISED i Store Directory & 
: Bulletin Boards for 
Better Selling! 


Let an Acme board create 
impulse buying with its depart- 
. = mental listings and your adver- 
a full partner in the Brooklyn mounting and | AAG Sool His tisements. Write today for Acme's 
finishing company. Mr Fenster is treasurer | . ¥ Ss _ FREE folder "Selling Through 
of the Point-of-Purchase Advertising Insti- | ~ NEE =. * Suggestion," and the latest cata- 
tute and Mr. Gilman is a member of | te i log on directories and bulletin 
POPAI’s membership committee. | boards. 


|. Fenster & Sons, Inc. 
Announce New Partnership 

Harry Fenster, president of I. Fenster & 
Sons, Inc., announced that Max Gilman, vice- | . TDRESSES 
president in charge of sales, has been made | a='9 





For more than 20 years, this firm has | 
been involved in the mounting and finishing | ACME BULLETIN COMPANY 
ot point-ot-purchase advertising displays, 
both indoor and outdoor, as well] as the | 37 EAST 12th STREET s NEW yor« city 3 


design and production of cardboard mer- 
chandisers, and during that time his has 


| Y s, Qr 7 . 
become one of the largest and most highly | Krom l wo! a furring strip 
respected firms in the point-of-purchase field. | toa 12” x 12” Timber. 

Under the new partnership arrangement, | 


which takes effect immediately, Mr. Fenster 
will be president and secretary; Mr. Gilman 
will be vice president and treasurer. 











Masonite Cut to vour specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 


Joseph Maharam Weds; 


Leaves For Honeymoon | Mouldi © FAST SERVICE e 
Joseph Maharam, president of the Ma- | Ouldings 


haram Fabric Corp., New York City, was 


, : | |_| Homasote 7 LUMBER 
married at a private ceremony to the former | & TRIM CO. INC. 


Celotex 


Klsa Schneider on Thursday, February 11, | Plywood 
in the study of Rabbi Israel Goldstein of | 

B’Nait Jeshurun, New York City. The | Upson Board 
couple lett for a two weeks Caribbean honey- 
moon cruise. 


17 Ridgewood Piace Brooklyn 27, N. Y. 


GLenmore 5-414] 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 
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NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
* FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 











for maximium illumination 


POSTOSCOPE Opaque 
i’. Projector 


eee ee 
vio 


Imagine the convenience of this Opaque 
Projector in your sign or display depart- 
ment! Need a large sketch — but fast? 
Just place this projector over a photo- 
graph, magazine page, coin, jewelry or 
any flat opaque object — and you can 
project a screen image, faithful in every 
detail and color. 7 feet square and 
larger. Projects an area 6 x 6° at one 
time or larger area, a section at a time. 


$35.00 


F.O.B., N.Y 
LARGE PROJECTORS TOO! 


Send for descriptive folder 
showing entire line of 
opaque projectors 


200 PAGE CATALOGUE 


FREE: 10,000 art and draw- 


ng supply items available through 
Arthur Brown. Write today on firm 
letterhead! 


Arthur Brown & Bro.. Inc. > 
2 West 46th St.. New York 36. WN. Y. 


—Hans Carstens, right, display man- 
ager of the Younker's stores, Sioux 
City, lowa, is presented a plaque 
naming him as the city's outstanding 
foreign-born citizen of the year 

The presentation is made by Capt. 
John Hines as Mrs. Carstens proudly 


looks on— 


Carstens Named Outstanding 
Foreign-Born Citizen 
(arstens, well-k display man 


Younket 


who as Teal he CG 


Davidson 
itv, Lowa, 
tnilestones in his lite, at 
recently. He was named 
Citizer, 


ling toreign-born 


LOoOtTICs CAMNI¢ wt eq) he 


sermany and arrived 

in August, 1929. An 
\pril 1, 1940, when he be 
ot this country 


recen#t milests Ti¢ CaAlTi¢ 


toma Club's annual American Way banquet 


’ , 
ne rece)1veqd 


a plaque in recognition 


‘outstanding achievements and C1V 1i¢ 
he community. 

Mi tens. and his wite. 
lohn 


guaran 


(_apt 
presentation, 
banquet by having 
the Declaration of 


> 


received one o 


recipients of 
ott pre sented by 
wl ‘) repre 


Mmanage®r 


be % \mer 

his acceptance 

hopes he Cat 
responsibilities as a 
Sioux City, but to the 

the United States as 
display 


CVA! his 


appren 
However, 


arstens 


ticeship in stores in Germany 


it was a “tarmer’ that he came to the United 
States, aided by a tamily friend who farmed 
at Louisville, Neb 
In 1931 he started 
an Omaha store. He later worked for stores 
at Lincoln and Topeka, Kan., betore coming 


World War II 


president of the 


vorking in display tor 


to Sioux City afte 

Mr. Carstens has been 
Sioux City Art center tor two terms, on the 
board and a vice-president of Family Serv 
ice, Inc., a member ot the Toastmaster club, 
a director of the Sertoma club, a member 
of the board ot the Broadway Theater league 
and has for the Sioux 
City Chamber of Commerce, Art center and 
United Fund 

Mrs. Carstens and 
hand tor the presentation 


worked on drives 


their two daughters 


were on 


Allen Bixby to Retire 
From Wolf and Dessauer 

\fter 48 years in display throughout the 
country, Allen L. Bixby will retire on April 
20. The past 32 years have been spent wit! 
Wolt and Fort Wayne, Ind., 
where he is now display manager. 

\fter retirement, Mr. Bixby hopes to spend 
more time with his hobby ot collecting out 


Dessauer ot 


standing photos clipped trom trade period) 
cals He has a scrapbook that has been 


— Allen Bixby — 


the entire 48 years ot 

has created much comment tron 

visiting salesmen and others interested in 
display 

Fishing, golfing and bridge ar 


work. 

expected 
to get more time and attention than in the 
past, but, last but not least, his orchestra 
work will be He has played the 
violin longer than he has been in display, 


continued 


and it is his first love 

Mr. Bixby 
six grandchildren. In 
like to drop him a line, his home address 1s 
Fort Wayne 


is married, has two sons and 


case readers would 


Florida Drive, 


2526 
Empire Display 
Enlarges Showrooms 

Empire Display Mtg. Co., Inc. has added 
additional space tor their showrooms and 
othces at 45 West 34th street, New York City, 
where they have maintained their quarters for 
the past five years. Empire is the distributor 
for Key Pole and has recently been appointed 
distributors for the new California line of 
Man-ikin’s. The firm carries a complete line 
of mannequins in ladies, childrens and men’s 
figures. In addition they feature women’s and 
men’s forms, brass and chrome display fix- 
tures, signholders, garment racks and deco 
rative novelties 
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ee eae IMPORTED HAND - CRAFTED 
Rominiscin ORIENTAL BRASS HARDWARE 


for window and interior 


e SPECIAL DISPLAYS 
APRIL, 1935 e PERMANENT DECOR 


Plans were made for the Southern Asso- | Beautifully hand-engraved in the Orient by skilled 
ciation of Display Men to hold this group’s | artisans to provide greater authenticity and eye 
convention in St. Louis at the same time in | @ppeal for your oriental settings .. . to add an 
heen. | accent of Far Eastern elegance to permanent dec- 
orations . . . as items of prime interest to profes- 
sional interior decorators. Included in this rare 
the SADM was L. L. Wilkins, Kerr Dry | line are hand-engraved or plain styles in polished 
Goods Company, Oklahoma City. Arrange brass, also antique silver-on-brass, with all types 
ments for the convention were being made by | lacquered to resist tarnishing. 
the Shreveport Display Club Write for free color illustrations. Hardware sample 

Following his resignation as display man of each finish included for $1. Money back guarantee. 


August as that of the International 
ciation of Display Men. The president of 


iger for Mathes Shoe Company, St. Louis \e 
lester Levin took a simiular post with Edi RITTS CO.., Dept. DW-4, 2221 S. Sepulveda, Los Angeels 64, Calif. CARED 


son Brothers Stores of the same city. 





Under the direction oO! President Frank 2 iii waa Ui, ai a ee ee Oe ee ee, ee ee, Ae ae 2 Se, 2 2 
WI it | I I RR H F f NX C t] 1) t t i i i ee, ee, Oe Le Le, Le LA LS LS, Le 
HWteiam oO \ *yte w& Os 1€ elrol 


Display Club met to witness four display AN T 3 Q U fr 5 x = noc / ‘ T E L E , H O ee E S 


demonstrations. 
Rare and romantic cradle phones imported from 





John T. Chord resigned as editor of DIS 
PLAY WORLD. His future plans were not 
announced at that time 

William Scharninghausen, who had ri 
signed as display manager tor the Bon 
Marche, Seattle, after 25 vears with that 
frm, took a similar position with the City 


Europe ... for that touch of Continental elegance! 
Not only a wonderful showpiece . . . use as intercom 
or extension. Unique for display or resale in your 
"Foreign Bazaar.’ Available in 3 other styles. 


ot Paris, San Francisco. 
APRIL, 1950 

Members of the Southern Display Asso 
ciation meeting in Forth Worth tor their 
annual conterence and exhibit, elected Eddie 
Nunan president of the Association. He was 
display director tor James K. Wilson Com. 
pany, Dallas. Retiring president was James 
(ook, The Fair, Fort Worth, who became 
chairman of the board. Mr. Nunan was also 


Limited supply. 








| Write NOW for details, photos, quantity prices! | 





AMERICAN ENTERPRISES 
Dept. W, P. O. Box 6122, Houston 6, Texas 


tl i ee. ee UL LU, LU, a_i di si... 
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elected president of the newly organized ¢ 

Dallas Display and Allied Arts League ; Ik 
Al Bliss, Bliss Display Corporation, listed iSp ay wor S 

five factors in tavor of display: “l. Display 


is the one publicity and sales medium that 1s jeddo, michigan 


available to each merchandise item. classifi 


cation and department and that reaches /: 
into every corner, case, aisle and floor oi a slanc AVC OF gua tly or 
the store, every minute that the store is open 


for business 
i | 


< Display happens to be the one pub arlistry oe workmanship 


licity and sales medium which the retailers 
own and operate. 

“3. It is the one publicity and sales me 
ee ve ior at ees aeapileecinandit mannequin refinishing e wigs ° rubber hands 
adio advertising tor their own support. 

“4. It is the one publicity and sales me- 
dium that enjoys the enviable position of 
having the customer, the goods and the 
money all together at the same place at the 


nent * | the unusual in mirrors by PARALLEL 














5. In short, it 1s the one publicity and 
sales medium without which the _ retaile: 
would probably go out ot business.” 

Jack Hybarger, tor many years in charge 
of display for Leonard Brothers, Fort Worth, 
resigned in order to form his own display 
firm. He was succeeded at Leonard’s by 
John James, his tormer assistant. 

The office of the National Association of 
Display Industries was moved to 203 Wa- 
bash avenue, Chicago, so as to be more con- Paramir (A)—dramatic multi-color mirrors 
venient to visitors. Parafiex (B)—silver & colored faceted sheets - 

American Fixture announced plans for a Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
new $2,500,000 plant on an 18% acre tract in Mosaic Glass Tesserae—Plastic Mirrors and finished units to your specifications. 


North St, Louis. Completion was estimated | Davallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 


for January, 
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SHIRT FRONTS 


PROX & READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. e Conventional 
® Short Point (illustrated) @ Widespread 
@ Oxford B. D Packed \% doz. to box. 


$16.50 per doz. 


> 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time 

a perfect knot. Packed 1 doz. as- 
sorted colors to hox. $12.75 per 


10 LOM, FOB Troy, 


alwavs 


doz. 


Merchandise Shipped 2 N. Y 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 








OHOHOHCHOHCHO-CHOOHOHOHCHOHCHOH CHOCO 


COLO-CORK 


(Cork Chips) 


COHOHOHOHOHOHOHOHG 


24 Colors including Metallic 


This item often copied 


but never equaled. 
Still at same low price. 


Samples on request. 


See your jobber or order direct 
* 


MALROS CO. 


BOX 289 DOVER, NEW JERSEY 
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SOUTH AMERICAN FORTNIGHT 


[Continued from page 14] 


floor reflected the 
yreat 


golden ele- 
South 
six-foot 
found in the 
continent and an 8&. 
by l0-foot Madonna and Child, done in South 
America during the Colonial period 

The third Neiman-Marcus repre 
sented a South American market place with its 
gaily decorated baskets filled with fruits, 
grains of rice products. The 
third tlhoor Man’s Shop displayed the “Bra 
siha” Exhibition Branift Inter- 
national Airways which shows the new capital 
of Brazil u 


Lhe second 
VANCE of the cathedrals of 


America in its decor and 
candlesticks 


churches 


included 
similar to those 


throughout the 


floor ot 


and other 


be longing tO 


diagrams, photo murals and 


} | 
Models 
. 1 
\ typical 


Sout! Bar, 


{ ower 
and featuring 


\merican cottee by 


\ine T1iICall 
Standard 
blend of Sout! 


(hase and Sanborn, created Sp cifically tor the 


sponsored by Brands 


| 
a Special 


Younger Set 
Hoot \ 
visitors The 


Fortnight, was set up in. the 
World on. the 
senorita 


tourtl constumed 
tourt! 
was converted into little 
South Ameri 


merchandise of 


~¢ rved coree to 
Hoor Gitt Galleries 


typical ot those found 1 


Shops, 


“anh Cities South \merican 
all types, including ceramic objects, place mats, 
glassware and antiques were displayed 

\n exhibition of 


(>T South 


two-million dollars worth 
\merican gold, gathered from vari 
ous \merican collections, including those of 
Wise of Museum of 
hith flloor Oak 
Much of the 
hetore and has never heen viewed by 
the public. An attend 


ance at all times 


lohn \rt, were displayed 


Room ot Neiman 


1) thie 
Marcus 


] | 
MIMIC 


gold has never heen 


armed guard was 1n 
lhe sixth floor Zodiac Room was converted 
into two of the 
Peru. The 
made 
the front 
Monedas r 
attractions lhe elevators and elevator 
on that floor featured suggesting the 
buildings which are actually across the street 
trom. the 


great restaurants of Lima, 
section of the 


a replica of the 


lerrace root! 
Azul” 
a replica of the “Trece 
\merican toods were special 


Was 


nto “(sran and 


section into 
South 
wells 
decor 
lima, and the 


Trece Monedas 1M 


foyer represented the street 


The extensive (irace line ( ollection ot 
South America 


Neimman- Marcus 


native art and culture of 
displayed 


was 
throughout during 
the Fortnight. The collection includes objects 
dating back to the time of the culture. 

Merchandise from South America as well as 
merchandise inspired by South American de- 
all departments. 


Inca 


signs was featured in 


\ variety of scheduled 
the Dallas com- 
A two-day forum on inter-American 
affairs drew notable speakers in 
cultural spheres.This was free 
and jointly sponsored by the 
on World Affairs. 

There were exhibits of Latin-American art 
at the Dallas Fine Arts and the 
concerts by world-famous musicians from be 
low the border playing with the Dallas Sym- 
phony and many other activities 

Store 
signed by 
Herbert after a 
South earlier in the 
is staff worked from 6 p.m 
ber 17, until 9 a.m 


activities were 


throughout the two weeks 1n 
munity 
political and 
to the public 
Dallas Council 


Museum of 


was de- 
Director 
month tour to 
year. He and 
Saturday, Octo- 
Monday, October 19, to 
put up the white-washed walls, bright awnings 
and many paintings 


and interior! decor 
Neimman- Marcus 


Raynaud, 
America 


exterior 
Display 


Allyn Boswell, Jr. Joins 
A. Darling Sales Staff 


The L. A. Darling Company, Bronson, 
Mich., manufacturers of display and mer- 
chandising equipment, announce the recent 
addition of Allyn Boswell, Jr. to their Chi 
cago office staff. Mr. Boswell will handle 
accounts in Northern Illinois, Wisconsin, 
Minnesota, Iowa, North Dakota, South Da- 
kota and Nebraska. He has 14 years exper- 
ence in retail store display with Sears Roe- 
buck, ( hicago 

Previous to that he served with the U. S 
Air Force in the Philippines and South Pa- 
cific radio operator, and gunner 
bomber air Mr. Boswell is a 
graduate oft High School, St 
Louis, followed by 3% years training 1n 
commercial art at Chicago Art Institute and 
Rany Institute of Commercial Art in Chi 
attended Northwestern 
will be located in L. A 
and 
street He 


theater as 
Ot a Crew. 


Roosevelt 


Ln 
Darling 
at 222 


eee 


Lombard, II] 


CARO He also 
versity. He 
} ae hicago omee showrooms 
W. Adams 


lives in 


Aero Transports Exhibit 
Of 50 Business Machines 

Shipment of expensive, complex displays 
and exhibits to shows, fairs and expositions 
perennial problem. Particularly 
was the with Addresso 


graph-Multigraph Corporation, Cleveland, a 


presents a 
so when, as case 
company has an exhibit of business machines 
that occupies 5.000 teet of space. 

\ddressograph-Multigraph featured 50 of 
its units—production machines used tor bus1- 
ness records—as part of the largest and one 
of the most impressive displays at the 1n 
augural Business Equipment Exposition in 
Washington, D. C. All 50 oft the 
were in continuous operation 
four-day run of the show. 

For the transport of this sizeable shipment 
of business machines, Addressograph- Multi 
graph contracted Aero Mayflower Transit 
Co. for the exclusive use of a moving van 
The latter recently added to its van fleet 60 
trailers designed specifically tor the 
handling of such specialized shipments 


machines 
during the 


new 


Wills To Direct 
RRB Display Services 

Myron Wills has been appointed statt di 
rector of the display services division ot Re- 
tail Reporting Bureau, New York City, as 
announced by Hanford S. Weil, executive 
vice-president. Mr. Wills, who has been as- 
sociated with the display division since it 
was established twenty-three years ago, has 
created many new techniques in display 
photography that are widely used, and has 
assisted in the development of processes that 
permit full color reporting of window and 
interior displays 








SOURCE SERVICE 


If in any of the illustrations in DIs- 
PLAY WORLD you see some property, 
fixture. mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


l, and it will have prompt attention. 








DISPLAY WORLD 





Kelley Display Forms 
In Sacramento 

Kelley Display has formed in Sacramento 
to handle all types of interior and exterior 
displays, including window displays, 
and seasonal street decorations. It will offer 
sales, rentals and installation and removal 
services. The firm is especially qualified in 
the preparation of custom flocked and painted 
Christmas trees. The firm is located at 1109 
Markham Way, P.O. Box 8123, Sacra- 
mento 18. 


flags 


Power Tool Catalouge 
Includes New Models 

A new Borice-Crane 44-page power tool 
catalogue No. 60 includes the Golden Anni- 
versary models being introduced during the 
90th year of that manufacturer. A copy will 
be sent free to anyone addressing a request 
to Boice-Crane Co., 896 W. Central avenue, 
Toledo 6, Ohio. 


Revolving Flasher Light 
For In-Store Attraction 

The “Pinpointer” is a new two-way flasher 
with imprinted slogan and a_ five-color 
beacon rotating in a 360-degree arc, giving 
off brilliant rainbow-like This pat- 
ented device by Dazl-Lite Products, 17 East 
Pershing road, Kansas City 8, Mo., is de- 
scribed as “color in motion” and nearly 1,000 
standard slogans are available for this unit. 

For more information write to the 
\sk about Model No. BP-150. 
French Telephones 
Imported From Europe 

American Enterprises have imported a 
limited quantity of authentic French antique 
cradle telephones of various designs. All are 
in excellent condition after years of 
use. For information concerning the 
available styles, write to the 
P.O. Box 6122, Houston 6 


colors. 


firm 


even 
four 
firm in care of 


TRADE p ERSONALITIES No. 199 ¥ luego 





Born NUNE Z 1928 IN 
MIAN NHEIM, GERMANY. 
SERVED IN ISRAEL 
AFEMERP FORCES 

C AKRMOR,INFANTRY ) 
I94S -I9VGO. 

ATTENPED ART AND 
BUSINESS SCHOOLS 

IN ISRAEL. 

STUPIEP PISPLAy, 
DPESICN, INTERIOR 
PECORATING AND 
ART IN FomMe 

ANNO LONDON. 


/ Cv " 
{ ey Hd Stow ) 


4 @e nena? f 
EL Avie 
Bit 


Apomasvnts IN THE DISPLAY 

DEPT. OF ECKMANS PEP T 

STORE IN TEL AVIV. ASST. 

DISPLAY MGR.OF HEFZI BAH 

DEPT. sTORE’S FIVE BRANCH 
STORES IN MAJOFR CITIES GF 
ISRAEL 

SUBMITTED CARICATURES AND 
CARTOONS TO SEVERAL NEWS - 
PAPERS IN ISRABL. 
PENDESED KOMPLETE WINDOW 
Diseravys To MANY FIRMS 
AND AIRUNES (952-(I9S+4¢. 


HoBBIES; PHOTOGRAPHY, TENNIS , 
BIKING, HORSEBACK RIDING 
HIKING, Row BoATin@m. 





LIKES GEOGRAPHY AND <ARTOONING:s~— 


OWNER DISPLAY CRAFT, NEW YORK CITY 
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For Mannequin 


WIGS 


No Measurements Necessary! 


WRITE FOR 
wi 
CATALOG 





Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN'S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver! 


Write for Catalog 


-|HERZBERG-ROBBINS, INC.’ 


110 W. 30th Street, New York 1, N. ‘a 
PEnn 6-3585 cal 

















phone fa 3-837] 
Cable address: richkerco 


RICHKER & COMPANY 


312 fannin st.. houston 2, texas 


Display World Readers 
Gentlemen: 


We wish to announce an important 
coming event. Within a couple of 
months RICHKER & COMPANY is moving 
to a "fabulous" new home and more 
convenient Location, to be known as 
RICHKER*S--ewe wanted you to be the 
first to know. 


A definite date will follow shortly, 
but in the meantime, we hope to 
continue serving you and satisfying 
your display needs. 


Very truly yours, 
RICHKER & COMPANY 


SI. Rebhin- 


I. Richker 
President 


We wish to introduce our latest 
item--THE FOG MACHINE. Details 
available shortly. 

















WANT TO 
BUY 


USED 


Mannequins 


Better Type 
Preferred 


Write or Phone 


HERZBERG-ROBBINS, INC. 


110 W. 30th St., New York City 1, N. Y. 
PEnnsylvania 6-3585-6-7 




















Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 
Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 
Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 


for outdoor and indoor displays. Spe- 
clal colors made to order (including 
gold and silver). 
GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 





~ 


home 1s more indicative 

taste ot the inhabitants than the 
lily room It take S considerable 
ing sense to accomplish the necessary 


coordination OT decot and 


provide this room with impact as favorable 


as other rooms Ot the home 


[his can also be said ot turniture displays, 


in general lhe versatile turnishings avail 


able tor living rooms and other rooms make 


it relatively easy to devise an attractive dis 
play, while the displayman is limited to vir 
tually the same basic contents—table, 


serving table 


chairs, 
china cabinet, buffet and/or 
in dining room displays 
[hat 1s why this display was chosen Dis- 
piay ot the Month. Thomas B. (¢ 
director ot Lit Brothers, Phila 
delphia, will receive a Gold Medal for this 
warm, yet elegant dining room display 


display 


Back lighting 1s behind a false wall with 
three archways. In the center larger arch isa 
Roman sconce flanked by wall candelabra 
in the other arches. The table is set for four 

a candlestick arrangement tor center 
Floor is richly carpeted 
Display ot the Month is chosen by 
the editorial staff of DISPLAY WORLD 
Irom entries received during the month 1n 
the 1960 International Display Contest 





1959 WINNERS 


Sweepstakes: J. Howard Schneider, The 

Crescent, Spokane, Wash.; First Place, 

George K. Payne, Woodward & Lothrop, 

Washington, D. C.; Second Place, Miss 

Virginia Paxson, Marshall Field, Chicago; 

Third Place, Thomas B. Comerford, Lit 
Brothers, Philadelphia. 

















he 1959 contest set a new record oft 4.675 
entries in its 65 categories received from dis 
playmen in all parts of the world 

(omplete rules tor the 1960 contest and a 
revised list of categories are on page 50 


turnishings to 


mertord., 





Angel Hair Fits 
Banquet Decor Theme 


One of the products manufactured by Stand 
Angel Hair, fit 
nicely into the decorating scheme at the annua! 


ard Electric Co.. Permalite 


sales meeting of another of the company's 
Relhable Battery Lo 

Standard Electric, San Antonio, Texas, has 
manufactured the Reliable battery for 42 years 
and distributes batteries throughout the South 
United States In 1959, 
the company began the Permalife Glass Fiber 
division, which manufactures glass fiber bat- 


divisions, 


and South-western 


tery separators, air conditioning filter media ; 
Angel Hair and Angel Puff, both latter 1tems 
quite popular with display people. 

The decorations at the banquet were yellow 
to tie in with Reliable battery advertising 
Yellow flowers, tulips, chrysanthemums, etc 
battery containers 
Angel Hair used throughout the 
banquet room 


were arranged in yellow 


with yellow 


Antiques Show Booths 
Have Special Lighting 

There is a growing recognition by antiques 
dealers and exhibitors that furniture, paint- 
ings, china and glass, jewelry and _ bibelots, 
all must be seen in their true colors and tex- 
tures —and dramatically highlighted — tor 
maximum impact on the viewing and buying 
public. 


This is the conclusion reached by the firm 
of Lighting Services, Inc., New York City, 
which for the third year has been retained 
by an increasing number of exhibitors at the 
6th Winter Antiques Show, held January 22 
through 27, at the 7th Regiment Armory, 
New York City, for the benefit of East Side 
House. In addition, Lighting Services has 
designed special lighting for the main lobby 
displays depicting the activities and program 
ot East Side House. 


DISPLAY WORLD 





CAPTURE 
THAT 


AW 
YORK 


LOOK 


WITH 


MANHATTAN 
MANIKINS 


These luxurious 
high quality fig- 
ures arefashioned 
of Fiberglas Plas- 
tic topped with 
the finest Pugdin 
wigs. Photos and 
details on re- 
quest. 


MANHATTAN MOTION MANIKINS 


4 W. 16 ST. NEW YORK CITY 11 





—South African Feather Co., Inc.— 

1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 











PLASTIC PEGS FOR 
Make 


ful letters, 
numerals, PANELS 
dots, designs for SIGNS e@ DIS. 
PLAYS * CONTROL CHARTS. 
Write for literature, samples 
. ® 
Lumi-plug COMPANY 
15 W. 44th St., New York 36 


*Masonite Corp—Quality Panels 


WOOD and PLASTIC LETTERS | 


AND SPECIAL SCRIPT 
All styles and sizes. Custom signs — Window — Store 
Directory — Desk — Trade Mark Reproductions. 


DISPLAY CRAFT 24. MAIN streer 


PORTLAND, INDIANA 


color- 








Houston Displayman 
Died February 8 

Gerald G. Dunstan, display manager of 
Krupp & Tuffly, Houston, died February 8&8 
at the age of 65. He was with the store for 
the past ten years. Prior to that he was with 


— Gerald G. Dunstan — 


Orleans: 
Store, Beaumont. 

He was a member of the Houston Display 
Club and a Mason. 

He was born in Sandersville, Miss., and was 
graduated from high school there. Later he 
married Oneita Carter of Bogalusa, Miss. 
He is survived by his wife at home at 1136 
W. Cottage street, Houston. 


Meyer's, New 
and The Fair 


Foley s, Houston, 


Delaware Exhibit Group 
Elects Officers 


The members ot the 
Chapter of the Kxhibit Producers and De 
Association, at their regular monthly 
meeting in the Walnut Park Plaza Hotel, 
unanimously elected the tollowing ofhcers 
to serve tor the 1960 President, Syd 
ney Berman, Berm Studios, Inc.; vice 
dent, Robert Barry, 
retary, Warren 
Inc., and treasurer, 
Studio. 

Retiring president, 
ored tor untiring 
year tenure of office 
that 
contributed 


Delaware 


Valley 


signers 


yeal 
presi- 
Lewis Barry, Inc.; sec- 
\ssociates, 
Sparks 


Design 
Donald Sparks, 


logan, 


Robert Barry, was hoa 


service during his two 
local 
much in modern 
Delaware Valley 


The companies 
chapter 
. oe , 
exnipit concepts to hoth the 


make up the 
have 


and the nation 


Miles Robinson Dies; 


Was Adler-Jones Rep 

Miles representative of 
\dler- in the western part of 
Texas and states turther west, died February 
3 at the V. A. Hospital in Big Spring, 
He had been ill about 60 days. 

He is survived by his 
7512 Calitornia 
Park, Calit. He also had three 
was in Severy, Kan 

Prior to joining Adler-Jones, Mr. 
display manager of The 
\ntonio, where he a 
ot acclaim. He was member 
of the International Association ot Display 
Men during its existence 


Robinson, sales 


Jones, (hicago, 
Texas 


home at 
Huntington 
Burial 


widow at 
, 


avenue, Apt. B, 


SOTTS 


Robin- 
Vogue, 
chieved a great deal 


son Was 
San 


also an active 





BUYER! 
DISPLAY FABRICS 
BUY DIRECT... 


‘Best Yet 


DISPLAY GREEN GRASS MATS 


Standard 
Size 
34 x 6 feet 


Weight 
6 pounds 
each 


@ Brightens all Spring Displays 

@ Perfectly dyed with wonder formula 

@ With burlap backing. High tufted 
JOBBERS PRICES: IN STOCK 
50 Mats @ $2.65 Each 
25 Mats @ 2.75 Each 
6 Mats @ 3.15 Each 

Colored Burlap 


F.O.B. Our Cincinnati, Ohio stock 


VAN ARDEN FABRICS 


110 Murray St., New York 7, N. Y. 








Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$ 14-22 $298.00 

M 16-32 $398.00 

Giant 26-42 $750.00 
FOB New York 


JACK M. SIDER & CO. 
2037 Stanley 
Montreal, Que., Canada 








SHOULDER COVERS 


Vinylite window-clear polythene. 
Price list & samples on requesf. 


JOBBERS ONLY 


CORONET MFG. CO. 


YARDVILLE, N. J. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr 
for Vets and Foreign students. The only thorough 
professional course in N Free placement 

RE 


y.C 
GISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 


Our Graduates are in Demand 


BOX 35 














BRASS & CHROMIUM RAILINGS 


for every purpose 
PORTABLE  @ STATIONARY 
VELOUR COVERED ROPE 
S. PARKER HARDWARE MFG. CORP. 


Since 1900 
29 LUDLOW ST., N.Y.C. 2, N.Y. 





WaAlker 5-6300 








& 


Motorless 3055 RIVER ROAD 





FLASHERS 


Force Attention, Increase Advertising Value 


“It eX. 
ELECTRIC COMPANY 


Since 1900 


Moter 
RIVER GROVE, ILL. Drives 








APRIL, 1960 











ELECTR 
7 
TURNTABLES 
DEPENDABLE 
MOTION FOR 


YOUR PROMOTION 








owetl 
apie Ss oftet more 
< 


rnt 
ectro motion tu re the 
ectrit 





b \oad 
15\b.; 150!D- ved 


95 iD.: 
in 35 : ‘specials 


- ) Hie ders for 
itl ations ‘or 
; 


% Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 
Buchanan, N. Y PEekskill 9-1406 








FLOWER DISPLAY VASES 


WANT TO ENHANCE YOUR FLOWER DISPLAYS? 
These acetate vases are easy to handie, easy to 
clean and best of all are virtually breakproof 
They come in five different sizes, ranging from 
to 12'' tall. with a vase for every pupose 


Send for Free Brochure 


ATLAS PLASTICS, 


115 Route 46, Little Ferry, N. J., 


INC. 


Diamond 2-6570 





| countet! 


Production Manager Dies; 
Served Publications 40 Years 
In charge of printing 
PLAY WORLD 4 
limes and Screen Pre 
B Mendell died on 


ave oT 00 


production ot DIS 
magazine, John 
February 17 at the 
Because ot ill 


¢ cSAS 


health he had ré 
trom his 
Peerless Printing 
athliated with 
ompany 

Mr. Mendell, 


owler im Caine 


tired in January, position as supe! 


intendent (ompany, a 


printing firm Display World 


Publishing ¢ 


was recognized as a leading 


} 


innati for many years, and 


also had played semi-pro baseball in his 


eariie! 


lie 1s 


Vears 


survived by the 


Mendell, Bellevue. Ky 
Cold Spring, Ky 
and TI 

daughters, 
icinnati, Ohio 
vue, and Mrs. J: Cold Spring; three 
<obert Seiter, Newport, Ky.; Ed 

Melbourne, Ky : and 

, Bellevue; a step-daughter, Mrs 

()’ Hara, Melbourne : three brothers, 

1. Bellevue; Louis, Covington, Ky.; and 

Arch, Hyden, Ky., and three Miss 

Lillian Mendell, Covington; Florence 

Wormaid, Henrietta 

Mever. 


widow, Mrs. Mary 


sons, John BR 
James, It 


tour 
Thomas, 
iwrence, Bellevue; 
Mrs. Woltred C1 
Mrs. Gilbert 


hn Pross, 


omas and L: 
emering, 
Lynn, Belle 


sons, | 
Seiter, James 
Seitel Rose 
mary 
lose p! 
sisters, 
Mrs 
Mrs 


Bellevue, and 
( ovington 


New Berg Selector 
Aids Impulse Sales 


lhe moving merchandise display trays of 


new Berg Selector display case can dis 


ore items “top shelt’ than two eight 


ases, reports the manutacturer, 
ot Madison, Wis. The 
It’ type ot display, it 1s 
attention ot its 
keeps 


elim 


ompany, [ne 
~ “ondle ~ he 
out, attracts because 
- ss | 79 
mcreases impulse sales. 
handise clean and saleable, and 
occupies only 


less tor 


shoplitting losses. It 


square leet Oo} Hoot space, SOmme 
suited to the 
merchandise in. stores 


ors are ideally 
selling 
, jew iry, obby and gift ite ms, 
and cameras; in. ladies’ 
s, men’s clothing stores 
| terminals; in night clubs 
hotels, motels, 

other 


yr wide use in 


and resorts: 
sales outlets 
whole 


} 
Sail CTs 


Berg Selectors are available in a wide 


Variety ot models and _= sizes small 


Irom 


units to large display Cases. 


addition to Signs ot the 





a eee = - eS 


YUCCA POLES 
YUCCA POLES 
YUCCA POLES 
BOY, HAVE WE GOT YUCCA POLES! 


BIG ONES, LITTLE ONES AND 
IN BETWEEN 


latest price list on: Yucca 
Manzanita, Driftwood, Cholla, Grape 
Either sand blasted or natural. 


RUSSEL MORRIS OF CALIFORNIA 


P. O. Box 277 


Send for our 
Poles, 
Stumps 





Fontana, Calif. 











ENHANCE YOUR DISPLAYS 
with FEATHERS 


BUY DIRECT FROM TOP MEFR.!!! 


OSTRICH & MARABOU 


By the Yard Various Qualities 
All colors, any length Also 


OSTRICH FEATHERS 


— FAST DELIVERY — 


LADZIN NOVELTY CO. 
30 W. 36th St., N. Y. (18), 


Murbattcr 


wood letter co. 


tweecanrvoaearves 


Inc. 
OX 5-3087 




















iS! WEST 18th Sail NEW YORK °-!. NN, Y. 


/ RUSTIC & WESTERN DISPLAYS 
RUSTIC 


Furniture Co., Inc. 
"*Porkcraft’’ 

BIRCH Poles & Branches Phone NAtional 9-6479 

CEDAR Poles & Slabs Williamstown, N. J. 

' J 





@ Rustic Frames 

@ Rustic Boxes 

@ Bird Houses 
& Feeders 











THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, Callfornic 








AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 











FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 


Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 





(J) DECORATIVE FOILS 


kK P Expanded Aluminum Foil, R P Ex- 
panded Puffing Foil, R P Unexpanded Foil, 
R P Non Expandable Foil, R P Base Metal 
Write for Samples 
RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 











FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 








DISPLAY TURNTABLES 


@ All Steel 
ALL SIZES—Large or Small 


@ Heavy Duty 





illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 S#t., Bronx 54, N. Y. 


Write for free 








IMPROVE YOUR DISPLAYS! 


Use Glowing Fluorescent Colors 
with STROBLITE BLACKLIGHT LAMPS 


Write for illustrated brochure 


Stroblite Co. Dept. W, 75 W. 45th St., N.Y.C., 36 


COLOURAMA COLOR WHEEL 


Clips on in a jiffy any PAR38 or R40 
Rugged — Dependable 


COLOURAMA SALES COMPANY 


Box 1631 SACRAMENTO 8, CALIF. 











DISPLAY WORLD 








SALES REPRESENTATIVES WANTED 


Leading Midwest decorative display manufacturer 
has several well established territories open to 
outstanding sales representatives with following. 
Send complete resume and photograph. 


Address BOX 4CD 
Care of DISPLAY WORLD 


DISPLAY LIGHTING SALESMEN 
WANTED IMMEDIATELY 
Leading display lighting equipment manufacturer has the tollow 
ing exclusive territories open: 
Oklahoma, Texas, Louisiana, Mississippi, Alabama, Kentucky, 
Tennessee, Georgia, West Virginia, Virginia, North Carolina, 
South Carolina and Florida. 


Top Commissions paid 


Address BOX 4AB 


Care of DISPLAY WORLD 








JOBBERS 


New Line of Decorative Units and Materials 
Available for Fall 


Complete selling kit with samples and photos for $25.00. (Refund- 
able on future orders). Line will be limited to one jobber per 


city. All territories open for limited time. 


BLUEGRASS STUDIOS 


428 W. VINE STREET 
Lexington, Ky. 


WANTED DISTRIBUTORSHIPS 


Metal, plastic, brass and wood window displayers and buildups 
Mannequin and display forms. Garment Racks. Plastic boxes tor 
lingerie and etc. Wood and plastic hangers. Garment tags and 
labels. Lighting Fixtures. Display aids. Unusual novelties 
Flowers, foilage, fabrics and paper. All types of supplies for the 
displayman. 


Send illustrated literature with price data to 


HOALDO DISPLAY EQUIPMENT 


P. O. Box 124, 5400 Park Blvd. 
Pinellas Park, Florida 








WANTED TO BUY 


Small or medium size Display Business with 
substantial following and potential. Buyers 
have many years experience in Display field. 


Send full details in confidence. 


Address BOX 4BC 
Care of DISPLAY WORLD 





FOR SALE — Outstanding Christmas Displays 


Suitable Shopping Centers and large department stores 
12 ANIMATED, 8 UNANIMATED LIFE SIZE FIGURES 
20 custom made, life sized, gaily colored circus animal and figure 
units developed exclusively for Park Central Shopping City, 
Phoenix, Arizona, including: 17 life sized animals in individual 
cages, 2 clowns and |] Santa Claus dressed as a ringmaster. 12 of 
the 20 units are animated, including one clown and the Santa. 
Used only 5 weeks. All in virtually new condition. Outstanding 
family attraction 
Priced realistically tor sale NOW! Contact 
ELLIOT EMERSON, Park Central Trade Assn. 
3300 N. Central Ave., Phoenix, Arizona 
AM 5-7629 or AM 5-5650 








STUDY 
WINDOW DISPLAY 
AT HOME 


Earn good income. Easy home- 


FOR SALE 
Christmas Animated 
Display 
Silvestri’s Snow People 


study course Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind School highly recom- 
mended and established in 1905 


THE KOESTER SCHOOL 
Koester Bldg. 
Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 


Giant Steeple Chase 
Loading House 
Ticket Booth 

Dance Pavillon Unit 
Mill on the Floss Unit 
Mountain Mill 
Fountain 

Snow People 











Papier Mache Mountain 
Platitorm for entire setting 


Less Than 


WANTED TO BUY 


Papier Mache, Dutch Life Size Dis 
play Figures (like Dutch Cleanser 
Ads), Dalmatian Dogs (Lite Size), 
Sea Gulls (Standing and Flying), 
Indians (Life Size) 


DANBURY FAIR, INC. 
Danbury, Connecticut 


'2 Original Cost 


COHENS 


Jacksonville, Florida 














Salesmen Wanted 
Mid-West — West — Far West 


Quality line 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand 


ot custom display 
backgrounds props met! 
chandisers tor department 
better specialty 
long established display 
tirm. Commission basis. State 
territory and other lines car 
ried 


stores and 


| 
shops 


Sylvor Company 
126 llth Ave. 
New York 11, N. Y. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 





course. Co-eds, Veterans, For- 





eign Students. 
ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS WILL BE FOUND 
ON PAGE 76 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 











APRIL, 1960 











SALES HELP Used MANIKINS $10 FOR SALE WANTED Personnel for interior 

2-Piece ( omplete— as is. Crat- -_ : a nd window displays for furniture 

os —~ . : 4 ‘ {)} ( j j = Abita i i pie Lik il | > 

ing charge $2.50, F OB New _ — \ yy —e we M : floor covering, domestics and appli 

WANTED York ( Sea A on - ‘ 7 vit ances, Must be able to letter signs 
niyv D1lZoO ‘ ‘or aetaliS Write ; : 

MADISONIA _* . Write P. O. BOX 112, Wheeling, 

Paper Sales Men 52 W. 25th St... New York l, J. FOGARTY W. Va., stating experience and sal 

Semi-retired N. Y., Chelsea 3-1550 49 Longview Fairfield, Conn. iry requirements 


Florida’s “Gold Coast” 








WE BUY W ANTE D WANTED 
Broward Paper & ANIMATED CHRISTMAS AND USED EASTER DECORATIONS by Manutacturer's rej 
STORYBOOK DISPLAYS Display Paper from mill only 
ription ar Seeks additional quality line. Com 


Displays, Inc. Sond shaken, dae 


6 S Ww 16th C urt lowest price t CHEAP nlete coverage coast to coast—to all 
fA ; 2 « ‘ ( I >< > : : es 
- , > OUTDOOR DIMENSIONAL GREENBERG’S Display Jobbers. Best ot references. 
Ft. Lauderdale, Fla. DISPLAY CO. 912 N. Rampart Street LEO ESANU 

4312 Liberty Ave., N. Bergen, N. J New Orleans 16, La. 1265 Broadway New York City 1 


resentative 


Units, Bunnies, Lilies, etc. 
































Amplex Introduces New Display Lighting flood or wide angle flood types. The Super Ferro-Craft Has Catalogue 
With Greater Brilliance and Control Beamspot concentrates a light ten times more Of Fixtures, Accessories 

stor lisplaymet intense than possible with a 150-watt R40 \ new 48-page catalogue of primarily 
more brilliantl, spot deal for achieving brilliant ef metal display fixtures and accessories is be- 
line of Amplex ‘*CS | long-range and eee be used with ing distributed by Ferro-Craft, Morganfield, 
filters when desired. The lamp life 1s Ky. A copy can be secured directly from the 
rated tor 2000 hours, providing low-cost main- frm or from your local jobber. The versa- 
| tility of these fixtures and the ideas that can 
a _# Pir ane permit startlingly pe brought to mind while browsing through 
ssetinaeneiia  aenie: Medics pin-point lighting effects, throw- its pages make it well worth the postal card 
| Pil ig a saucer-sized beam of light at several The firm only recently completed a new 
feet. The Pin Beam incorporates a step-down addition to its plant, bringing the total 
transformer, regulated to obtain about 1000 square footage to 26,670. This includes the 
lamp life hours from the 6-volt automotive 6800 square feet acquired last summer. New 


| ' tT} , : 
mp modele and in twies 4 within its body machinery is also being added, John J. Den- 
titi} 14K] S d@lidd If} WISt-O! Alig ; 


piavr stag electricians and 


| 
Caio} cis \¥ Ci 


introduced by th 


medium flood lighting 

bright areas to create 

rte combat windo 
oblem (Ottered 1! weighed hase 
Mountings with twist-1n reatures, sliding ton, president, announces 


fittings tor track ' 
irrangements, floor and wall mounts permit 


’ 
7? 


SUupel Beamspots and | . : . . ; 
' installation of the new Amplex Ilghting in 


kee Mehdi: soe — hres stor sou indow s, stages, pulpits, show areas Plasti Mache New 
and other display centers. For turther 1n Colloid-Treated Fabric 
n¢@ Ngnting manufacturer rormation, write to Ample x Corp., 214 Glen Ben Walters In “y New York ( ity, an- 
Beamspot equipped with a £OU ) () l, ( arle Place, | l N Y nounces a new colloid treated tabric called 
+> lamp is five times brighter thar Plasti Mache that 1s said to need no special 


IR +) Spothght Its brilliance De Readers of DISPLAY WORLD ore always activator, as similar products. This new 
interested in what is happening +o you and material 1s also lor use indoors or outdoors 
your family. Keep them informed of births in making custom figures and tor other 
ONS GS COTES R-OM BRE NN marriages, retirements, changes in employ- permanent shapes. Plasti Mache is dipped 
ment, etc., by jotting this information down in Toluol or Xylol, available at most paint 
immediately and sending it on to Editor , cigars 
use with 300-watt PAR 56 DISPLAY WORLD. Cincinnati |. Ohio information, write to the firm at 156 Seventh 


oice ot narrow beam. medium avenue 





color effects when filters are added. 


davyilght lhe lamp life is rated at 


Ce! problems 


Amplex Super Beamspots are stores, and then shaped as desired. For 
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DISPLAY WORLD 





Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 


Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon. . . to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 


f yyesTIGATE 
BEFORE YOU 
INVES 


— een 


320 WEST OHIO STREET, CHICAGO 10, ILLINOIS 


Display Room: Chicago Merchandise Mart, Room 928-C 
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NON-FLAMMABLE * 
AND EXTRA MILD FAST DRYING SOFTE! 
. FOUR STAR xx: * 
(contains fungicide to prevent mildew and dry-rot) 
t. off. 
ats. ™ 
“SCULPT-O-FAB" has its own built in self-adhesive .. . Versatile "SCULPT-O-FAB" is also used in the marine field, 
easier to handle, because it has more stretch . . . seams for decking boats ... spot repairs and waterproofing 


and blends better .. . dries within 30 minutes to a shell j,uyc (From prams to ocean going ships.) Versatile 


like hardness. Lightweight — weatherproof — water- ne : . . 
proof. Outsells its nearest competitor in the display Sculpt-O-Fab is not only a display medium but, a a 
field 8 to 1. medium as well and sold to either field at no change in 


SOLD WITH A MONEY BACK GUARANTEE... IF YOU price... Only "Sculpt-O-Fab" can advertise these claims. 
DON'T AGREE IT iS THE BEST eee RETURN IT COLLECT. * Specify non-flammable when ordering ‘''SCULPT-O-FAB"’ 





Another BEN WALTERS Exclusive Plasti Mache is easy to work with. Just tear in swatches or 


Something * Display” has been waiting for cut with scissors to desired pattern, dip it in Toluol or 
. Destined to play an important role for Xvlol ‘lable locally j at ail 

indoor and outdoor displays. ylol (available locally in most paint stores) then shape ... 

Dries to a stonelike hardness . . . use indoors or outdoors 


Pp) - IS / » ... It's weatherproof and waterproof... light weight and 
hte durable. 


eee en eh See ee Plasti Mache medium weight—No. 45 


(The Dip and Shape Plastic) approximately 38" wide per yard $1.44 


The new, original, fantastic plastic ... that needs a a a 
no special activator . . . has its own built in y 
adhesive. 


SOLD AT LESS THAN HALF THE PRICE OF SIMILAR PRODUCTS WRITE FOR FREE SAMPLES. 


* sary to work with. SCULPT-O-GLAS—is easy 
-()- ..fun...no mess... Make beautiful lamina- 
aaneene ene lace wire waist, castings, stained glass 


A crystal clear plastic film. Non flammable— windows in minutes with crystal clear non-flam- 


Weatherproof—dries in 20 minutes. Dip it— mable SCULPT-O-GLAS. 
Laminate it—Mould it. No experience neces- WRITE FOR DETAILED LITERATURE. 


approximately 38" wide per yard 1.57 
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